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Inherent in the process of marketing is the notion that consumption requires both
time and effort. While shopping, consumers may spend time and effort to complete
several tasks such as searching for information, traveling to the store’s location, searching
for a parking spot, traveling through the store, locating the product they wish to purchase,
and completing the checkout process. Convenience is defined as anything that reduces
consumer time and effort expenditures and is becoming increasingly important to
consumers in the United States.
This dissertation provides insight into an emerging consumer need--the need for
retail shopping convenience (NRSC). Specifically, this dissertation has four distinct
purposes: 1) to examine the nature of the NRSC construct; 2) to investigate time pressure,
role overload, various timestyle dimensions, and the willingness to trade money for
convenience as antecedents to the NRSC; 3) to examine the role that culture plays in

moderating the relationship between selected antecedents and the NRSC; and 4) to
identify the consequences and/or retailer benefits of satisfying a consumer’s NRSC.
Cross-cultural comparisons were made by examining data collected from two consumer
groups--white, non-Hispanic Americans and Mexican Americans. For each respondent,
data were collected across three shopping situations: grocery shopping, mall shopping,
and online shopping.
In an empirical examination of the NRSC, it was found that this consumer need
varies across shopping situations. Antecedents significant in influencing this consumer
need include time pressure, temporal orientation, planning orientation, and polychronic
orientation. Findings show that culture plays an important role in determining the NRSC.
When compared to white, non-Hispanic American consumers, Mexican-American
consumers experienced more time pressure. In addition, the influence of temporal
orientation and polychronic orientation on the NRSC was stronger for Mexican
Americans. White, non-Hispanic American consumers were found to have a stronger
relationship between planning orientation and the NRSC than Mexican-American
consumers. Additional findings confirm the importance of the NRSC to consumers,
showing that retailers who satisfy this emerging consumer need are rewarded with higher
levels of commitment, stronger repurchase intentions, and positive word-of-mouth
communications. Taken together, these findings show the importance of the NRSC in
determining consumer behavior.
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CHAPTER I
INTRODUCTION
Millions of men and women in America, regardless of age, race, marital status,
social class, income, occupation, education, and family size are plagued with the same
problem; they lack the most precious commodity--time (Brandt 2003). As a result, many
of today’s consumers consider the resource of time as valuable as money (if not more
valuable). The consumer resource of time is described in the marketing literature as a
non-monetary or secondary cost influencing shopping behavior (Bender 1964; Herrmann
and Beik 1968). Although time plays an important role in determining shopping
behavior, it is not the only secondary cost incurred by consumers.
Like time, effort is another secondary cost--one which is characterized by
consumers’ energy expenditures. As such, consumer effort expenditures also play a
significant role in determining consumer choice. Activities requiring great amounts of
effort are considered inconvenient, while activities requiring minimal effort are
considered convenient. Consumers frequently select those alternatives with the lowest
cost and the greatest payoff (Prest and Turvey 1965).
Inherent in the process of marketing is the notion that consumption requires both
time and effort expenditures. While shopping, consumers may spend time and effort to
complete several tasks such as searching for product information, traveling to the store’s
location, searching for a parking spot, traveling through the store, locating the product
1

they wish to purchase, and completing the checkout process. This dissertation is centered
on the concept of convenience which is used here to refer to anything that reduces
consumer time and effort expenditures. This dissertation focuses specifically on retail
shopping convenience--a construct that aims to save consumers both time and effort
while shopping. “Retail shopping convenience” is defined as the speed and ease
associated with shopping (Seiders, Berry, and Gresham 2000). Marketers are becoming
more sensitive to saving consumers’ time and effort by designing convenience offerings,
rewarding time spent with marketing (i.e., providing genuine entertainment, significant
consumer information, and/or valuable tools from which consumers can benefit), and
giving time back to consumers (Smith 2004). Pursuing a retail shopping convenience
strategy is one way in which marketers can accomplish all three tasks.
Importance of Convenience in Consumer Choice
Convenience is becoming more important in determining shopping behavior and
consumer choice. In today’s marketplace, offering consumers the benefit of convenience
can be a strong source of differentiation. The growing importance of convenience to
consumer choice in the marketplace is reflected in both the increased demand for
convenience and the resulting shift in consumer preferences. This section contains
information pertaining to both market phenomena.
Increased Demand for Convenience
Because time and effort resources are becoming increasingly scarce, today’s
consumers are no longer searching for convenience; they are demanding it (Seiders,
2

Berry, and Gresham 2000). Factors contributing to the increased demand for
convenience include the increasing number of dual-income households and changing
consumer expectations resulting from the fast-paced technological progress that has taken
place. These two factors along with their influence on the demand for convenience are
now discussed in more detail.

Dual-Income Households
One of the most fundamental changes affecting the importance of convenience to
consumers is the increasing number of dual-income households. In 2005, the term dualincome household could be used to describe more than half of the married couples in the
United States (U.S. Census Bureau 2005). Of all dual income households at that time,
approximately 61 percent contained children under the age of 18, and 53 percent had
children younger than five years of age (U.S. Census Bureau 2005b). The participation
of women in the workforce has been one of the most significant sociological changes of
the previous century, with the percentage of women participating in the workforce
tripling from 19 percent in 1900 to approximately 60 percent in 1998 (U.S. Census
Bureau 1999). The percentage of women in the workforce has held steady with 59
percent of women 16 years and older in the labor force (U.S. Census Bureau 2005a).
In the marketing literature, the presence of women in the workforce has been
indirectly linked to convenience consumption in two ways: 1) increases in levels of time
pressure and role overload, and 2) increases in family income (Berry 1979; Reilly 1982).
Women in the workforce are more likely to experience time pressure (Berry 1979) and
role overload (Reilly 1982) and to use both time and effort expenditures in fulfilling their
3

roles at work and at home. In addition to their roles at work, working women frequently
occupy the role of primary caregiver, homemaker, and wife in the household. In an effort
to minimize both time and effort expenditures, working wives who experience role
overload are more likely to purchase convenience foods, convenience durables (Reilly
1982), and convenience services.
The presence of women in the workforce also influences convenience
consumption by increasing total family income (Reilly 1982). This increase in total
family income and has been shown to increase the ownership and purchase of
convenience durables (Anderson 1971; Reilly 1982; Strober and Weinberg 1980; Strober
and Weinberg 1977). For dual-income families, saving time is often a bigger concern
than saving money ("Anybody Got the Time?..." 1997); therefore, they are often more
willing to exchange money for products and services designed to save both time and
effort.

Technological Progress
Another factor influencing consumer demand for convenience is the degree of
technological progress that has taken place over the past few years (Nykiel 2001). Five
to ten years ago, consumers were more accustomed to expending both time and effort to
complete shopping tasks such as searching for product information and waiting for
service. Due to recent advances in technology, consumer expectations have changed
significantly. Previously, consumers were willing to engage in an effortful search to
obtain product information. With today’s technology, consumers now have unlimited
access to a wide variety of product information at any time or any place via a number of
4

electronic devices including cell phones, televisions, PDAs, personal computers, and
laptop computers. With the touch of a button, consumers can instantly download
ringtones, read news articles, check the scores of sporting events, search for information,
purchase products, and pay their bills online. The availability of such technology has
influenced the way that consumers view consumption, making them more sensitive to
time and effort expenditures and raising their expectations of the level of service a retailer
should provide.
Shift in Consumer Preferences
In addition to the increased demand for convenience, the importance of
convenience in today’s marketplace is also exemplified by shifting consumer preferences
regarding convenience offerings. The retail environment is constantly changing to reflect
the needs and wants of consumers. Recent changes include the success of retailers
offering one-stop shopping convenience (“Supermarkets vs. Wal-Mart” 2003), the
increasing popularity of online shopping ("Online Shopping Accounts for Half of Retail
Sector Growth" 2006), and the popularity of convenience services (Datamonitor 2002).
Retailers offering one-stop shopping convenience are those with whom customers
can accomplish a wide variety of shopping goals (i.e., buying groceries, gifts, clothes,
personal items, gardening products, dinner, and gasoline) without leaving the store.
Providing consumers with the opportunity to accomplish a wide variety of tasks with
minimal time and effort makes retailers offering one-stop shopping convenience different
and extremely valuable to consumers. Wal-Mart, the number one retailer for 2005
(Schulz 2005), is the epitome of all retailers offering one-stop shopping convenience.
5

The ability of Wal-Mart to offer one-stop shopping at a reasonable price has continually
placed them at the top of the list of successful retailers. When asked why they preferred
Wal-Mart to traditional supermarkets, 67 percent of consumers under age 50 cited WalMart’s ability to offer one-stop shopping convenience ("Supermarkets vs. Wal-Mart"
2003). Offering one-stop shopping convenience continues to be a successful strategy;
one which retailers should strive to understand and incorporate into their current business
model.
Consumer preferences have also shifted regarding their preferred shopping
environment (i.e., in-store versus online shopping). In an attempt to save time and effort,
consumers are searching for more convenient shopping formats, and many are finding
online shopping to be most convenient (Rohm and Swaminathan 2004). In 2003, online
retail sales increased 51 percent to $114 billion--exceeding $100 billion for the first time
in history (Perez 2004). Consumers shopping online have distinct advantages over instore shoppers. Online consumers are no longer limited to those retailers in close
geographic proximity as store location becomes irrelevant (Rohm and Swaminathan
2004). Shopping online increases consumer choice by allowing consumers the freedom
to shop at any store around the world, 24 hours a day, seven days a week (Hofacker
2001) without leaving the comfort of their home or office. By making shopping quick
and easy, online retailers have the ability to save both time and effort for consumers.
The final way that consumer preferences have changed regarding convenience
consumption is through the increased desire for and popularity of convenience services.
Because of the increasing number of dual-income households with limited time
6

availability, consumers are finding better ways to use their time and effort resources.
Many are relying upon services to accomplish everyday household tasks including child
care, meal delivery, house cleaning, lawn care, personal care, and laundry (Berry 1979;
Brown 1990). The willingness of consumers to exchange money for services that save
time and effort is a strong indicator of the importance placed on convenience.
Purposes of the Dissertation
This dissertation has four distinct purposes: 1) to examine the nature of the need
for retail shopping convenience construct; 2) to investigate time pressure, role overload,
various timestyle dimensions, and the willingness to trade money for convenience as
antecedents to the need for retail shopping convenience; 3) to examine the role that
culture plays in moderating the relationship between selected antecedents (i.e., time
pressure, role overload, temporal orientation, planning orientation, and polychronic
orientation) and the need for retail shopping convenience; and 4) to identify the
consequences and/or retailer benefits of satisfying a consumer’s need for retail shopping
convenience. This section details the overall approach to and methods to used in
accomplishing these purposes.
Purpose 1: To Examine the Nature of the Need for Retail Shopping Convenience
This dissertation first aims to determine whether the need for retail shopping
convenience is an enduring consumer need or whether the need varies across different
shopping situations. This dissertation posits that although convenience (at its most
general level) and retail shopping convenience (in particular) may be shaped by many
7

different situational variables (like time pressure), the need for retail shopping
convenience endures across shopping situations. In other words, while some consumers
only seek convenience in certain shopping situations, others frequently seek retail
shopping convenience so much so that it becomes an enduring consumer need and a part
of their lives as consumers.
Using appropriate scale development procedures (Churchill 1979; DeVellis 1991;
Spector 1992), a scale measuring the need for the different dimensions of retail shopping
convenience (see Seiders, Berry, and Gresham 2000) was developed. Respondents were
asked about their need for retail shopping convenience across three different shopping
situations: grocery shopping, mall shopping, and online shopping. Using structural
equation modeling (SEM), a multi-trait, multi-situation model was run to partition out the
variance associated with each indicator into two sources--the specific shopping situation
and the retail shopping convenience dimension. By examining where the majority of the
item variance lies (i.e., with the shopping situation or with the retail shopping
convenience dimensions), the nature of the need for retail shopping convenience
construct is revealed.
Purpose 2: To Examine Antecedents to the Need for Retail Shopping Convenience
The second purpose of this dissertation is to examine antecedents to the need for
retail shopping convenience. What constructs have a substantial impact on a consumer’s
need for retail shopping convenience? Because retail shopping convenience deals with
saving the consumer time and effort while shopping (Seiders, Berry and Gresham 2000)
and because time pressure is frequently linked to convenience in the marketing literature
8

(Berry, Seiders, and Grewal 2002; Dellaert et al. 1998; Maher, Marks, and Grimm 1997;
Strober and Weinberg 1980), time pressure is the first antecedent thought to influence the
need for retail shopping convenience. The second antecedent thought to influence the
need for retail shopping convenience is role overload. Role overload can best be
described as the conflict that arises when the behavior required by an individual’s
engaged roles exceeds the time and energy available (Reilly 1982). As shown in the
definition, role overload influences the resources of time and energy--two resources that
are also important to the concept of convenience. The third, fourth, and fifth antecedents
examined are the temporal orientation, planning orientation, and polychronic orientation
dimensions of timestyle. Timestyle is important to retail shopping convenience because
it refers to the way that consumers use time and the way that they perceive time (Cotte,
Ratneshwar, and Mick 2004). The sixth and final antecedent thought to influence the
need for retail shopping convenience is the willingness to trade money for convenience.
The importance of time pressure, role overload, temporal orientation, planning
orientation, polychronic orientation, and the willingness to trade money for convenience
in reducing both time and effort expenditures provides a strong foundation for the use of
these constructs as antecedents to the need for retail shopping convenience. For the
purposes of this dissertation, five of the six hypothesized antecedents (i.e., time pressure,
role overload, planning orientation, polychronic orientation, and the willingness to trade
money for convenience) were measured using pre-existing scales. Before conducting the
final survey, these pre-existing scales were re-evaluated, enhanced, and adapted to meet
the specific needs of this dissertation. The remaining antecedent, temporal orientation,
9

was measured using a self-constructed, single-item indicator which was adequately tested
before the final data collection. The relationship between the aforementioned antecedents
and the need for retail shopping convenience was tested using SEM.
Purpose 3: To Examine the Role That Culture Plays in Moderating the Relationship
between the Antecedents and the Need for Retail Shopping Convenience
The third purpose of this dissertation is to examine the moderating effect of
culture on the relationship between the identified antecedents and the need for retail
shopping convenience. Time is one of many shared meanings accounting for differences
in nonverbal communications between cultures, such that how consumers value and use
time differs from one culture to another. Because culture has such a significant impact on
consumer time perceptions (Hawkins, Best and Coney 2004; McDonald 1994;
Wallendorf and Reilly 1983), it is thought to change the nature of the relationship
between the identified antecedents and the need for retail shopping convenience. This
dissertation examines differences between two important U.S. consumer groups-Hispanic Americans and white, non-Hispanic Americans. For the purpose of this
dissertation, an individual is considered Hispanic if he/she can trace their origins to the
following countries: Argentina, Bolivia, Chile, Columbia, Costa Rica, Cuba, Dominican
Republic, Ecuador, El Salvador, Guatemala, Honduras, Mexico, Nicaragua, Panama,
Paraguay, Peru, Puerto Rico, Spain, Uruguay, and Venezuela (Korzenny and Korzenny
2005). Hispanic Americans comprise the fastest growing demographic segment of the
U.S. population, growing six times faster than all other population segments and wielding
an estimated $600 billion in purchasing power (Faura 2004; Vranica 2005). As such, it is
10

important for retailers to learn about Hispanic Americans focusing on their shopping
styles, preferences, and behavior in the marketplace. To enhance, strengthen, and
simplify this cross-cultural comparison, data were collected from one specific sub-culture
of the Hispanic population--Mexican Americans. Graham’s (1981) linear separable,
circular traditional, and procedural traditional models of time perception were used in
developing hypotheses.
The moderating role of culture was tested by conducting a multi-group analysis
using SEM and included an examination of measurement invariance as outlined by
Steenkamp and Baumgartner (1998). By examining and testing for the different forms of
measurement invariance (i.e., configural invariance, metric invariance, scalar invariance,
etc.), the likelihood that cross-cultural differences examined in the data are due to real
differences in the underlying constructs of interest increases significantly (Steenkamp and
Baumgartner 1998).
Purpose 4: To Identify the Consequences of Satisfying the Need for Retail Shopping
Convenience
The final purpose of this dissertation is to identify the consequences and/or
retailer benefits of satisfying the need for retail shopping convenience. The
consequences examined include commitment to the retailer, repurchase intentions, and
positive word-of-mouth communications. Commitment to the retailer is the first
consequence of satisfying the need for retail shopping convenience. Commitment,
defined as “an enduring desire to maintain a valued relationship” (Moorman, Zaltman
and Deshpande 1992, p. 316), is a benefit sought after by many retailers. This
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dissertation seeks to uncover the link between satisfying the need for retail shopping
convenience and establishing a strong commitment to the retailer.
The second consequence examined is repurchase intentions. The relationship
between locational convenience and repurchase intentions has been examined (Jones,
Mothersbaugh, and Beatty 2003), and findings conclude that with standardized services,
locational convenience positively affects consumers’ repurchase intentions. Because
locational convenience is an example of only one dimension of retail shopping
convenience, further research is necessary to clarify the relationship between retail
shopping convenience (in its entirety) and repurchase intentions.
The third consequence of satisfying the need for retail shopping convenience
examined in this dissertation is positive word-of-mouth communications. Positive wordof-mouth communications are powerful sources of consumer information (Arndt 1967;
Higie, Feick and Price 1987), signals of loyalty (Dick and Basu 1994; Reynolds and
Arnold 2000), and indicators of positive post-purchase attitudes (Bitner 1990; Zeithaml,
Berry and Parasuraman 1996). As such, they are also a benefit sought after by many
retailers.
As with many other established constructs in this dissertation, the constructs of
commitment to the retailer, repurchase intentions, and positive word-of-mouth
communications were also be measured using pre-existing scales which were reevaluated, enhanced, and adapted to meet the specific needs of this dissertation. A multigroup analysis was then performed using SEM.
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Significance of the Dissertation
This dissertation contributes to the marketing literature in four ways. First, this
dissertation expands the importance of convenience beyond that of a benefit sought by
consumers to a unique consumer need. The need for retail shopping convenience
emerges when consumers realize a discrepancy between their actual state of affairs (i.e.,
not having enough time and energy to complete shopping tasks) and desired state of
affairs (i.e., having additional time and effort to spend on other more desirable activities).
Consumers motivated to minimize this discrepancy should patronize retailers providing
superior levels of convenience.
The dissertation also contributes to the marketing literature by further examining
the relationships between time pressure, role overload, and the convenience construct.
Previous studies investigating these relationships exist; however, due to difficulties in
measuring convenience, these studies either lack support or provide only minimal support
for the hypothesized relationships (Bellizzi and Hite 1986; Reilly 1982; Strober and
Weinberg 1980). With improved measures of retail shopping convenience, this research
provides additional insight by studying the influence of time pressure and role overload
on a consumer’s need for convenience.
The third way that this dissertation contributes to the literature is by being the first
of its kind to consolidate two important areas of marketing research--convenience
research and cross-cultural research. Specifically, this dissertation examines the need for
retail shopping convenience across two cultural groups (i.e., Hispanic Americans and
non-Hispanic Americans). Recently in the U.S. Hispanic community, more and more
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women have been entering the workforce at an astounding rate (Faura 2004) such that
approximately 60 percent of U.S. Hispanic women are now employed outside the home
(Kiley 2006). As such, convenience is becomingly increasingly important to Hispanic
American consumers. This dissertation provides information regarding the influence of
convenience on the behavior of this emerging consumer group.
The fourth and final way that this dissertation contributes to the literature is by
examining the consequences or retailer benefits of satisfying the need for retail shopping
convenience. The consequences examined include commitment to the retailer,
repurchase intentions, and positive word-of-mouth communications. With evidence that
satisfying a consumer’s need for convenience leads to desirable loyalty behaviors,
perhaps more retailers will realize the importance of convenience and focus on
formulating successful convenience strategies.
Summary
This introductory chapter has described the importance of convenience in today’s
marketplace, provided an overview of the purposes of this dissertation, and outlined the
contribution of the dissertation to the marketing literature. This dissertation is important
because it is the first to examine retail shopping convenience as a consumer need. It is
also the first of its kind to unite research in the areas of convenience, time perceptions,
and culture into one framework.
Chapter II incorporates literature from economics, psychology, sociology, and
marketing to create a more complete picture of the need for retail shopping convenience.
A thorough review of the literature related to time, effort, convenience, and culture is
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provided. Additional research pertaining to both the antecedents to and consequences of
the need for retail shopping convenience is also detailed. Testable hypotheses are
developed using the research presented and appear throughout Chapter II.
Chapter III describes the method of this study. Survey data were collected from
two U.S. consumer groups (i.e., Mexican Americans and white, non-Hispanic Americans)
for three different shopping situations. Hypotheses were tested using structural equations
modeling. Chapter IV consists of detailed documentation regarding the measurement of
constructs and the results of hypothesis testing. Chapter V completes this dissertation
with a discussion of the results, limitations of the dissertation, and avenues for future
research.
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CHAPTER II
LITERATURE REVIEW
Introduction
Consumers incur various costs while shopping, including the primary cost (or
market price) of the purchase and secondary costs such as time, effort, and various
psychological costs (Bender 1964; Herrmann and Beik 1968). In addition to exchanging
money, consumers must also be willing to expend time and effort to engage in exchange
behaviors. As such, time and effort are two concepts important to consumers and ones
which consumers have more control over (in comparison to the primary cost associated
with the purchase). This chapter begins with a discussion of the secondary costs of time
and effort presented in the first two sections. The third section of this chapter ties
together the time and effort literature with the introduction of an important concept--the
concept of convenience. Convenience has evolved in the marketing literature from a
classification of goods to its own unique benefit (i.e., saving consumers both time and
effort). An in-depth discussion of retail shopping convenience is included, as this
particular type of convenience is the focus of this research. Additional topics covered in
this literature review include the various antecedents thought to influence the need for
retail shopping convenience, the moderating role of culture, and the consequences of
satisfying the need for retail shopping convenience. Hypotheses are developed and
presented throughout.
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Time
Characteristics of Time
As a consumer resource, time is described as having many different
characteristics. First, time is a scarce and therefore valuable consumer resource--one
which is fixed and incapable of being expanded (Berry 1979; Feldman and Hornik 1981;
Jacoby, Szybillo, and Berning 1976; Leclerc, Schmitt, and Dube 1995; Wilson and
Holman 1984). The consumer resource of time differs from those of money and effort in
that every consumer has only 24 hours in a day regardless of wealth, age, gender,
education, or occupation. Another characteristic of time is that it cannot be stored or
inventoried (Feldman and Hornik 1981; Okada and Hoch 2004; Soman 2001).
Consumers do not decide if they want to use time, rather they decide how to use it. At the
day’s end, all the hours of that particular day are consumed even with little or no effort
required (Wilson and Holman 1984). Time is lost, and individuals are not afforded the
option of carrying unused hours or minutes over for use in the future. A third
characteristic of time is that it is a concept basic to all human activities, such that
participation in any activity requires a certain expenditure of time. This final
characteristic of time is what makes it a topic deserving the utmost attention in
marketing. By finding ways to save consumers time while acquiring, using, and
disposing of products, marketers can return to consumers one of the most precious
commodities--time.
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Buying, Selling, and Saving Time
Although time is a fixed resource and is incapable of being expanded, it is similar
to other commodities in that it can be bought, sold, and (in a way) saved (Wilson and
Holman 1984). Buying time refers to purchasing certain types of products or services
which can then be substituted for time (Berry 1979). Time can be bought and sold in the
marketplace in the form of convenience products (e.g., frozen dinners, disposable
cleaning products, and ready-to-eat cereals), convenience services (e.g., child care, meal
delivery, household cleaning services, and lawn care), and convenience durables (e.g.,
dishwashers, refrigerators, freezers, microwaves, stoves, washers, and dryers). One of
the primary motivations behind purchasing convenience products, services, and durables
is to save time. No true time savings exist in that time saved in the past (unlike money
saved in the past) cannot be accessed for use in the future (Wilson and Holman 1984).
Instead, saving time refers to the common practice of re-allocating time. Individuals who
save time are actually decreasing the amount of time spent on one activity in order to
have more time for a future (and usually more desirable) activity (Wilson and Holman
1984).
Consumers have adopted many different strategies to save time while shopping
including making lists, shopping at non-peak hours during the day or night, and shopping
via more time efficient channels. Shopping channels commonly associated with saving
time include shopping online, catalog shopping, and other types of in-home shopping
(such as home television shopping networks) (Berkowitz, Walton, and Walker 1979;
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McCall 1977; Rosenberg and Hirschman 1980). A consumer’s decision to utilize timesaving shopping strategies and channels often depends on how he/she values time.
The Value of Time
Consumers often associate the value of time to its opportunity cost. Becker’s
(1965) economic theory of time relates the opportunity cost of engaging in an activity to
the income that could have been generated while participating in the activity; therefore,
the opportunity cost of time is assumed to be the individual’s wage rate (Leclerc, Schmitt,
and Dube 1995). As the amount of money earned per hour increases, the opportunity
cost of engaging in activities (like shopping) also increases. This has led many
consumers to perceive time as being scarcer than ever before (Linder 1970; Schary 1971).
To use opportunity cost in estimating the value of time, consumers must have
some way of measuring time. Traditionally, time has been measured using three different
concepts--mechanical time, natural time, and social time (Gronmo 1989). Mechanical
time is measured using more quantitative methods such as clocks (i.e., hours and
minutes) and calendars (i.e., days, weeks, and months). With mechanical time measures,
the exact amount of time that a task or activity takes can be determined and evaluated. In
addition to mechanical time, time can also be determined using natural time measures.
Natural time differs from mechanical time in that it uses patterns, cycles, and changes
(such as day/night, sunrise/sunset, and seasons) that occur in nature to measure time.
Natural time can also be measured using the biological time and cycles of humans such
as sleeping and waking. Unlike mechanical time, the exact amount of time (i.e., hours
and minutes) that an activity or task takes cannot be determined using natural time. The
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third concept used in measuring time is social time--measuring time according to some
human or social activity. Social time references are used everyday. One example is
telling someone “I’ll meet you after the game” (Lewis and Weigert 1981). Social time
exists on various levels, particularly the individual, group, societal, and cultural levels
(Lewis and Weigert 1981). The individual level of social time is characterized by an
individual spending time for himself or herself. At some point, individuals interact with
friends, family members, acquaintances, and strangers. This time spent engaging in
interaction illustrates the group level of social time. The third level of social time,
societal time, is commonly associated with time spent as a part of a social institution such
as schools or factories. Each individual social institution has its own rules regarding
time, and those rules only apply to its members. The final level of social time is the
cultural level. Individuals adhere to certain time standards agreed upon and standardized
by the culture to which they belong. Unlike the societal level, the cultural level of social
time applies to all members of a particular cultural group and is important in examining
cross-cultural differences in marketing.
Culture and Time
Because culture is such a complex and significant influence on human behavior,
social scientists including anthropologists, psychologists, sociologists, and marketers all
rely on different definitions of culture. Table 1 includes the various definitions proposed
and used in cultural research. Several commonalities exist between these different
definitions of culture. First, culture serves to direct and influence the behavior of
individuals (Goodenough 1961; Harris 1968; Poortinga 1990; Wallendorf and Reilly
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1983). Culture often influences a wide array of behaviors including communication and
language, food preferences and eating habits, relationships with others, values and norms,
mental processes and learning, dress and appearance, beliefs and attitudes, and time and
time consciousness. Second, culture is either learned from, acquired from, or passed
down from one group to another (Rohner 1984; Segall et al. 1990; Wallendorf and Reilly
1983). The third commonality between all of the definitions of culture examined is that
culture is shared by a group of individuals (Binford 1968; Harris 1968; Poortinga 1990;
Rohner 1984; Segall et al. 1990; Wallendorf and Reilly 1983). Wallendorf and Reilly’s
(1983) definition of culture contains all three elements; therefore, for the purpose of this
dissertation, culture is defined as “a set of socially acquired behavior patterns common to
the members of a particular society or ongoing, large-scale human group” (Wallendorf
and Reilly 1983, p. 292). This definition of culture has previously been used in consumer
research.

21

Table 1
Definitions of Culture
Definition of Culture
“Consists of standards for deciding what is,…for
deciding what can be,…for deciding what one feels
about it,…for deciding what to do about it, and…for
deciding how to go about doing it”
“Behavior patterns associated with particular groups
of peoples, that is to ‘customs’ or to a people’s ‘way
of life’”
“All those means whose forms are not under direct
genetic control…which serve to adjust individuals and
groups within their ecological communities”
“A set of socially acquired behavior patterns common
to the members of a particular society or ongoing,
large-scale human group”
“The totality of equivalent and complementary
learned meanings maintained by a human population,
or by identifiable segments of a population, and
transmitted from one generation to another”
“Shared constraints that limit the behavior repertoire
available to members of a certain socio-cultural group
in a way different from individuals belonging to some
other group”
“The totality of whatever all persons learn from all
other persons”

Citation
Goodenough
(1961), p. 522

Field of Study
Anthropology

Harris (1968),
p. 16

Anthropology

Binford (1968), p.
323

Archaeology

Wallendorf and
Reilly (1983),
p. 292
Rohner (1984),
p. 119-120

Marketing

Poortinga (1990),
p. 6

Psychology

Segall et al. (1990),
p. 26

Psychology

Psychology

Many cultural factors have been shown to influence consumer behavior and the
formulation of marketing strategy including art, beliefs, customs, institutions, knowledge,
language, law, morals, traditions, shared meanings, and many other acquired habits
(Hawkins, Best and Coney 2004; Wallendorf and Reilly 1983). Time is one of many
shared meanings accounting for differences in nonverbal communications between
cultures. How consumers value and use time differs from one culture to another.
McDonald (1994) illustrates the importance of examining cultural differences in time.

22

Because time perceptions are derived from the shared
beliefs and standards of groups, any segment of people can
have different temporal cognitions based on their
membership in a particular population cohort. Thus, these
perceptions are associated with subcultural differences
within society, influencing the way individuals approach
each stage of the decision-making process (p. 347,
McDonald 1994).
Time perceptions differ from one cultural group or subgroup to another, and these
differences in time perceptions influence consumer behavior (Graham 1981).
Models of Time Perception
When examining how and why culture influences consumer time perceptions,
many researchers rely on Graham’s (1981) models of time perception. Graham studied
differences regarding how individuals view and use time and combined these differences
to construct three different models of time perception: the linear-separable model, the
circular-traditional model, and the procedural-traditional model. Each model has certain
characteristics that make it unique, and each model is commonly associated with a
different cultural group.
The linear-separable model of time perception has repeatedly been linked to
European Americans (Anglos) and is based upon the notion of mechanical time.
Individuals who use the linear-separable model view time as a straight line extending
from the past, to the present, and into the future. Time spent in the past that did not
actively contribute to the state of matters in the present is considered to be wasted, and
time spent wisely in the present is thought to put the individual in a better position in the
future. The linear-separable model of time perception places a strong emphasis on the
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future. As a result, individuals influenced by the linear-separable model often engage in
behaviors now to improve the state of their future. For these individuals, saving time is
often a priority. Because individuals motivated by this model view time as a straight line,
they frequently divide time into segments or slices and try to assign tasks or activities that
need to be accomplished to different time segments. For example, they may divide their
morning into one-hour segments and devote certain activities (e.g., shopping, exercising,
or visiting with friends) to each segment. One characteristic that further differentiates
individuals adhering to the linear-separable model is that they have a tendency to devote
only one task to each time segment (i.e., to do only one thing at a time).
The second model of time perception discussed by Graham (1981) is the circulartraditional model which relies more on natural time measures. This model views time as
a circular or cyclical phenomenon, with events occurring and re-occurring in patterns
similar to the cycles of the sun, moon, and seasons. Those adhering to the circulartraditional model expect the future to be similar to the past; therefore, they find little need
to focus on and plan for the future. This particular model guides individuals toward the
present. Individuals guided by the circular-traditional model believe that you should do
today only those things that must be done. Everything else should be put off until
tomorrow. Individuals driven by this model seldom consider freeing up time for later use
and often have difficulty making the connection between time and money. Under the
circular-traditional model, time is neither planned nor segmented, and it is common
practice to do more than one thing at a time. Unlike the linear-separable model, those
driven by the circular-traditional model are more likely to accomplish multiple tasks (i.e.,
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shopping, exercising, and visiting with friends) simultaneously. The circular-traditional
model of time perception is often linked to Latin American cultures.
The third and final model of time perception presented by Graham (1981) is the
procedural-traditional model--a model which is commonly associated with ritualistic
societies like the Native American culture. Under the procedural-traditional model, the
most important consideration is the procedure of completing a task or activity. That is, it
is more important that the task or activity be completed correctly. Tasks and activities
are seldom driven by time; therefore, they do not start at a particular hour on the clock.
They begin “when the time is right.” The amount of time spent engaged in an activity is
also meaningless. For example, in preparing a family dinner under this model, engaging
in behaviors or using products to minimize or save time would be considered absurd. It
does not matter how long it takes to prepare dinner, it only matters that the task is
completed correctly. Time and money are never associated together; rather, they are two
independent concepts. Buying and selling time are not familiar concepts to those relying
on the procedural-traditional model.
Graham’s (1981) work provides a strong overview of the different models of time
perception. It is important to note that other time perception models do exist; however,
the linear-separable, circular-traditional, and procedural-traditional models are the most
well-known and commonly used models in consumer research. Also, although each of
the three models is commonly associated with a different culture, time perception models
are not shared, accepted, and understood by every member of the culture. Observance of
a particular time perception model ultimately depends upon the individual; however,
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culture often exerts such a strong influence on behavior that individuals who are
members of the same cultural group frequently adapt the same time perception model. A
third and final important point is that an individual may adapt a different time perception
model depending on the activity or task in which they are engaged. In other words, an
individual may adhere to the linear-separable model while at work and the circulartraditional model at home. The linear-separable, circular-traditional, and proceduraltraditional time perception models reflect differences in time perceptions for various
cultures and sub-cultures in society; therefore, it is important to include such models in a
discussion of culture and time.
Effort
Like time, effort is also a valuable consumer resource characterized by
consumers’ energy expenditures. Effort can formally be defined as “the amount of
energy put into a behavior or series of behaviors”(Mohr and Bitner 1995, p. 240).
Activities requiring great amounts of consumer energy are considered inconvenient,
while activities requiring lower levels of consumer energy are considered convenient. As
a completely different type of non-monetary cost, consumers’ effort expenditures not
only influence their perceptions of convenience (Seiders, Berry, and Gresham 2000), but
they also influence their decision-making strategies (Bettman, Johnson, and Payne 1990;
Payne, Bettman, and Johnson 1988) and levels of satisfaction (Lovelock 1983).
Human and cognitive effort has been the topic of many studies appearing in other
disciplines including operations management, psychology, decision theory, and
economics (Bettman, Johnson, and Payne 1990; Youngdahl and Kellog 1997). However,
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consumer effort expenditures have received significantly less attention within the
marketing literature (Berry, Seiders, and Grewal 2002). Perhaps this is because product
or service attributes that aim to save effort are perceived as being the same as, and as a
result are lumped together with, those that aim to save time (Brown 1990). Consumers
consider both time and effort as costs associated with obtaining the desired product
and/or service, but they are often unable to differentiate between the concepts of saving
time and saving effort (Bednarz and Ponder 2004).
Because individuals have limited amounts of cognitive resources, they try to
conserve these resources when making decisions (Berry, Seiders, and Grewal 2002). For
this reason, the amount of effort required is an important variable to consider in selecting
a decision-making strategy. Consumers attempt to estimate the amount of effort
associated with tasks (Fennema and Kleinmuntz 1995) and can often produce relatively
accurate estimates using self-generated feedback (Creyer, Bettman, and Payne 1990).
Using their ability to estimate effort expenditures, consumers commonly make purchase
decisions by selecting the decision-making strategy which requires the least amount of
effort and produces the most accurate results (Bettman, Johnson, and Payne 1990; Payne,
Bettman, and Johnson 1988). This is just one example of how consumers are working
smarter rather than harder in the marketplace.
Although consumers strive to reduce the amount of effort associated with making
a purchase, there are certain situations when consumers are willing to expend additional
effort. One instance is when the consumption behavior is directed at obtaining future
rewards (Atkinson 1957; Nicholls 1989). Marketers have used this knowledge in
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establishing promotional tools which reward customers for expending effort during the
purchase process (e.g., frequency/loyalty programs, coupons, and rebates). Consumers
are also willing to expend effort in purchasing hedonic or luxury goods and services
(Kivetz and Simonson 2002a). Because hedonic consumption is often thought to be
extravagant and wasteful (Lascu 1991), consumers often experience feelings of guilt after
purchasing hedonic or luxury goods (Kivetz and Simonson 2002a; Kivetz and Simonson
2002b; Prelec and Loewenstein 1998; Strahilevitz and Myers 1998). These feelings of
guilt are minimized when the consumer has expended high levels of effort to obtain the
product. This occurs as effort expenditures (in comparison to money expenditures) are
easier to justify and consumers feel as if they have earned the right to enjoy the purchase
(Kivetz and Simonson 2002a).
Shopping is one task which can often require significant consumer effort. On a
single shopping trip, consumers are likely to consider the difficulty and effort associated
with traveling to the store, finding a parking space, locating the product they wish to
purchase, completing the transaction or checkout process, and returning or exchanging
the purchase if necessary. Retailers can influence consumer satisfaction and choice by
considering consumer energy expenditures and designing stores which minimize the
amount of effort associated with the total shopping experience (Gibbs and Drolet 2003).
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Convenience
The Evolving Construct of Convenience
Convenience first emerged in the marketing literature as one type of product
appearing in Copeland’s (1923) classification of goods. With his tripartite structure
(consisting of convenience, shopping, and specialty goods), Copeland identified the
appropriate retail outlet and the appropriate distribution strategy for each type of good
appearing in his classification system. Convenience goods are those that are relatively
inexpensive, easily recognizable, frequently purchased, and available at easily accessible
outlets. Convenience goods can also be described according to how consumers shop for
this particular type of good:
Convenience goods are articles of daily purchase…which
are insignificant in value or are needed for immediate use.
These goods are, to a considerable extent, bought at the
most convenient place without a comparison of values…(p.
275, Gardner 1945).
Additional classification schemes have appeared in the marketing literature; however,
convenience goods have consistently re-appeared as a part of additional schemata
(Bucklin 1963; Enis and Roering 1980; Holbrook and Howard 1977; Kaish 1967;
Murphy and Enis 1986). Nevertheless, the first appearance of convenience in the
marketing literature is as a descriptor of a classification of consumer goods--goods that
are inexpensive and which can be purchased with little or no consumer effort.
Over the past 80 years, the term convenience has evolved from a product
descriptor to its own unique concept--a benefit realized by the consumer. This idea of
convenience as a consumer benefit can best be described as saving the consumer both
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time and effort (Wolfinbarger and Gilly 2001) during the acquisition, use, or disposal
phase of the consumer behavior process. Several researchers (Douglas 1976; Reilly
1982; Schaninger and Allen 1981; Strober and Weinberg 1980; Strober and Weinberg
1977) contributed to the evolution of convenience as a product descriptor into a time- and
effort-savings benefit by hypothesizing that those consumers with greater time and effort
constraints are more likely to use convenience products.
Definitions of various convenience terms are presented in Table 2. The most
comprehensive definitions all share one common element--the reduction of non-monetary
costs associated with a product (Etgar 1978; Kelley 1958; Kotler and Zaltman 1971;
Rohm and Swaminathan 2004; Wolfinbarger and Gilly 2001). The non-monetary costs
referred to most often are time and effort (in the form of physical energy or mental
energy). For the purpose of this dissertation, the term convenience refers to “anything
that reduces consumer time and effort expenditures.”
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Table 2
Definitions of Convenience Terms
Term

Definition

Citation

Convenience

“saving time, physical energy,
and/or mental energy”
“Saving time and effort, including
physical and mental effort”
“shopping speed and ease”

Darian and Cohen (1995), p.
33
Wolfinbarber and Gilly
(2001), p. 42
Seiders, Berry, and Gresham
(2000), p. 80
Rohm and Swaminathan
(2004), p. 752
Berry, Seiders, and Grewal
(2002), p. 1

Convenience
Retail Convenience
Shopping Convenience
Service Convenience
Convenience-Oriented
Consumption
Convenience-Oriented
Consumer

“time and effort savings in
shopping”
“Consumers’ time and effort
perceptions related to buying or
using a service”
“(1) satisfies some immediate want Anderson (1972), p. 179
or need and (2) releases time or
energy or both for alternative uses”
One who seeks to “accomplish a
Morganosky (1986), p. 37
task in the shortest time with the
least expenditure of human energy”

A consumer’s decision to engage in convenience behaviors can be explained
using rational choice theory. Rational choice theory posits that all action is essentially
rational, and that individuals contemplate the costs and benefits associated with each
possible option before ultimately deciding what to do (Scott 2000). Rational choice
theory can be applied to the consumer arena in that consumers often weigh the costs and
benefits of selecting a particular course of action and act rationally in selecting the action
that promises to be most beneficial.
Decisions commonly faced by consumers include (but are not limited to) the
following: selecting a retail store at which to shop, deciding on a decision strategy to aid
in decision making, selecting a product they wish to purchase, choosing a service
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provider, or selecting an appropriate shopping channel. Costs considered in this
deliberation can be monetary (e.g., price) or non-monetary (e.g., time, effort, or
information). The driving force that motivates consumers to seek convenience involves
minimizing two non-monetary costs--time and effort expenditures. Before deciding
whether to engage in convenience behaviors, it is likely that consumers inventory their
current situation, identify different courses of action, anticipate the outcome of each
course of action, and select the action that promises to minimize their time and effort
costs and provide the greatest benefit. Like other types of human behavior, shopping
behavior is often calculated, determined, and shaped by rewards and punishments.
The Multidimensional Nature of Convenience
The convenience definitions presented in Table 2 are good general
conceptualizations of what convenience means; however, these definitions only partially
reveal the true nature of the convenience construct. Researchers taking a closer look at
the concept of convenience describe it as a multidimensional construct (Berry, Seiders,
and Grewal 2002; Brown 1990; Brown 1989; Seiders, Berry, and Gresham 2000; Yale
and Venkatesh 1986). Table 3 contains the various dimensions of convenience proposed
by researchers in this area.
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Table 3
Dimensions of Convenience
General Convenience
(Brown 1989, 1990)
1. Time
2. Place
3. Acquisition
4. Use
5. Execution
Service Convenience
(Berry, Seiders, and
Grewal 2002)
1. Access convenience
2. Decision convenience
3. Transaction convenience
4. Benefit convenience
5. Post-benefit convenience
Retail Convenience
(Seiders, Berry, and
Gresham 2000)
1. Access convenience
2. Search convenience
3. Possession convenience
4. Transaction convenience

Definition
Products/services may be provided at a time that is most
convenient for the customer
Products/services may be provided in a place that is more
convenient for the customer
Firms may make it easier for the customer, financially and
otherwise, to purchase their products/services
Products/services may be made more convenient for the
customer to use
Perhaps the most obvious convenience is simply having some
one else provide the product/service for the consumer

Involves consumers’ perceived time and effort expenditures to
initiate service delivery
Involves consumers’ perceived time and effort expenditures to
make service purchase or use decisions
Involves consumers’ perceived expenditures of time and effort
to effect a transaction
Involves consumers’ perceived time and effort expenditures to
experience the service’s core benefits
Involves consumers’ perceived time and effort expenditures
when reinitiating contact with a firm after the benefit stage of
the service

The speed and ease with which consumers can reach a retailer
The speed and ease with which consumers can identify and
select products they wish to buy
The speed and ease with which consumers can obtain desired
products
The speed and ease with which consumers can effect or amend
transactions

Retail Shopping Convenience
Consumer decision making is significantly influenced by both the speed and ease
associated with shopping at a retail store. Rather than examining the overall construct of
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convenience, this dissertation focuses specifically on retail shopping convenience which
is defined as the speed and ease associated with shopping (Seiders, Berry and Gresham
2000). According to Berry (2001, p. 136), “Superior retailers understand that people’s
most precious commodity in the modern world is time and do everything they can to save
as much of it as possible for their customers.” The four dimensions of convenience
particularly relevant for retailers are access, search, possession, and transaction (Seiders,
Berry and Gresham 2000). The following paragraphs illustrate the importance of timeand effort-saving to each individual dimension.
Access convenience is defined as “the speed and ease with which consumers can
reach or engage a retailer” (Seiders, Berry and Gresham 2000, p. 81). The ability of a
consumer to access a retailer can occur in person, over the phone, through a computer, or
in other ways. Being able to access a retailer in person includes being able to get to the
store quickly and easily (i.e., traveling to the store) and being able to get to the retailer
after arriving at the location (i.e., minimal parking time and effort, visiting within the
hours of operation, and moving through the store quickly and easily). Unlike shopping in
a traditional store, shopping online provides consumers with unlimited access
convenience. Consumers shopping online can do so from their home or office and can
shop 24 hours a day, seven days a week (Hofacker 2001). With online shopping, the
need to travel to a physical store is eliminated. Access convenience is an extremely
important dimension of retail shopping convenience, because if a consumer is unable to
reach the retailer, all of the other retail shopping convenience dimensions are
meaningless. In other words, without the ability to reach a retailer, consumers may never
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get the opportunity--on that particular shopping attempt--to select, make, or amend a
purchase.
Consumers often consider how quick and easy it is to access a retailer when
deciding where to shop. Traditional brick-and-mortar retailers concerned with offering
superior access convenience should make sure that their retail store is in a convenient
location. A convenient location is one which minimizes consumer time and effort
associated with traveling to the store (Jones, Mothersbaugh, and Beatty 2003). In
searching for a convenient location, retailers should look for a location that is easy to get
to, near to most consumers, and located near other frequently visited stores (Seiders,
Berry, and Gresham 2000). Access convenience provides place utility--the benefit and
value of having the product available at a place where consumers want or need it. By
selecting a convenient location, retailers are ensuring that the consumer can get to the
store (and the product) in a quick and easy manner.
One aspect of access convenience which is often challenging is finding a parking
space after arriving at the store’s location. Parking has become such an issue in larger
metropolitan areas that companies such as MobileParking LLC and XM Satellite Radio
have launched services where consumers can obtain information about the number of
available parking spaces and can reserve parking spaces in advance via the Internet, cell
phones, or PDAs (Saranow 2006). These services guarantee that the consumer will be
able to access the retailer once he/she arrives at the location.
Although access convenience is an extremely important retail shopping
convenience dimension, focusing only on providing access convenience is not enough. A
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retailer may be easy to get to; however, identifying and locating the desired purchase may
be slow and difficult. The second convenience dimension, search convenience, is
characterized as “the speed and ease with which consumers identify and select products
they wish to buy” (Seiders, Berry and Gresham 2000, p. 83). Traditional in-store retailers
who excel in offering search convenience offer efficient store layouts and highly
organized retail outlets containing appropriate and effective in-store signage. Also
included within the scope of search convenience are effective interactive customer
systems, product displays, and helpful salespeople. Allowing consumers to see and
easily find the merchandise they desire is a sure way to speed up and simplify the
shopping experience. Online retailers can also excel in offering search convenience. By
providing consumers with advanced search capabilities, online retailers can make it quick
and easy for consumers to locate product information (Hof 2001). By designing stores
with search convenience in mind, retailers are actually assisting and guiding customers
through the shopping process by helping them make their purchase decision.
Possession convenience, “the speed and ease with which consumers can obtain
desired products” (Seiders, Berry and Gresham 2000, p. 85), is the third dimension of
retail shopping convenience--one which provides possession utility. Possession utility is
the consumer benefit or value associated with owning and acquiring the product for
immediate or future use. Included within the domain of possession convenience are instock merchandise, timely production, and fast delivery. Consumers shopping in
traditional retail stores benefit from possession convenience in that they frequently leave
the store with the merchandise they purchased in hand. Immediate possession was found
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to be one of the main motives of store-oriented shoppers in that “certain consumers will
demand instantaneous delivery of products or services and will patronize those retailers
able to provide immediate possession” (Rohm and Swaminathan 2004, p. 750). While instore customers can purchase and possess a product simultaneously, online shoppers buy
a product and must wait until their purchase is processed, shipped, and delivered before
enjoying the benefits of possession (Sharma and Krishnan 2002). Several retailers
operating both physical and online stores are trying to increase the level of possession
convenience associated with online shopping by giving consumers the option to buy
online and pickup their purchase at the physical store (Gunn 2006). This option
combines the benefits of online shopping (i.e., access convenience and search
convenience) and the immediacy of physically possessing the product (i.e., possession
convenience) to offer consumers the best of both retail formats.
The fourth dimension of retail shopping convenience, transaction convenience, is
defined as “the speed and ease with which consumers can effect or amend transactions”
(Seiders, Berry and Gresham 2000, p. 86) and includes both the checkout process and the
return process. If consumers can complete the checkout process with minimal time and
effort, the retailer has achieved a high level of transaction convenience. Likewise, if
consumers decide to return the merchandise, they should be able to do so quickly and
easily. Transaction convenience encompasses both features. One of the main concerns
during the checkout phase of the purchase process is consumer waiting time. Having to
wait in long lines to complete a transaction hinders transaction convenience. For this
reason, many grocery stores have implemented self-scanning checkout lines which allow
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consumers to completing their own transactions (Hobson and Brenna 2001). Selfscanning technology has become so important that approximately one-third of grocery
shoppers select a store based on the availability of this technology (Burnbridge 2003).
Consumers who seek self-scanning technology do so because self-checkouts are easier,
faster, and more convenient than waiting in a traditional checkout line (Burnbridge 2003).
By establishing quick and easy checkout and return policies, retailers can significantly
improve consumer perceptions of transaction convenience.
These four dimensions of retail shopping convenience are important in
formulating an effective convenience strategy, and each dimension shares a common
element--saving the consumer time and effort in a unique way. When selecting a store at
which to shop, consumers seek out various dimensions of retail shopping convenience to
ensure that their shopping experience is as quick and easy as possible. As such, it is
important that retailers have a sound understanding of each dimension to ensure that their
convenience strategy adequately addresses all four retail shopping convenience
dimensions and considers all phases of the consumer shopping experience.
The Need for Retail Shopping Convenience
According to Anderson (1971, p. 179), “Convenience-oriented consumption: (1)
satisfies some immediate want or need and (2) releases time or energy or both for
alternative uses.” This dissertation examines retail shopping convenience as a consumer
need. In other words, retail shopping convenience is a benefit that consumers consider a
necessity, that they covet, and that they are lacking in their daily lives. For consumers,
the need for retail shopping convenience (NRSC) emerges when they realize a
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discrepancy between their actual state of affairs (i.e., not having enough time and energy
to complete shopping tasks) and desired state of affairs (i.e., having additional time and
effort to spend on other more desirable activities). The first purpose of this dissertation is
to determine whether the NRSC varies according to the shopping situation, or whether it
endures across different shopping situations. With this in mind, the first hypothesis of
this dissertation is the following:
H1: The need for retail shopping convenience is an
enduring consumer need, rather than a situationspecific need.
The idea behind this first hypothesis is that the NRSC persists despite the particular
shopping situation faced by consumers. Regardless of the layout or ambiance of the
store, the number of customers in the store, the presence of friends or family members on
the shopping trip, the amount of time available to shop, the shopping task at hand, and the
moods or conditions of the customer, consumers have an underlying need and desire for
quick and easy retail shopping.
Previous Research on Convenience
Previous research has examined the relationship between convenience and a wide
variety of variables including age, income, education, socioeconomic status, occupation,
marital status, wife’s employment status, and family size. When examining family
variables, convenience consumption has been linked to large family size and higher
levels of family income (Anderson 1972). A wife’s employment status also affects
convenience consumption as convenience consumption has been linked to non-employed
housewives with higher family incomes and employed housewives with lower family
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incomes (Marple and Wissmann 1968). On an individual level, convenience
consumption has been linked to consumers with higher levels of education, higher levels
of socioeconomic status, professional or managerial occupations, middle-aged
consumers, and unmarried consumers (Anderson 1972).
In early convenience studies, researchers operationalized convenience by
measuring consumers’ use or propensity to use convenience offerings including
convenience foods (e.g., frozen dinners, ready-to-eat cold cereal, fast-food restaurants)
(Anderson 1972; Crist 1960; Reilly 1982; Reynolds, Crask, and Wells 1977; Strober and
Weinberg 1977), convenience durables (e.g., microwave ovens, dishwashers, washers
and dryers) (Anderson 1972; Reilly 1982; Strober and Weinberg 1977), and convenience
services (e.g., child care, meal delivery, house cleaning services, lawn care services)
(Brown 1990). While the use of such convenience offerings is a strong indicator of a
consumer’s convenience orientation, these measures do not adequately capture both the
time saving and effort saving qualities reflected in the general definition of convenience.
Likewise, determining the number of times a consumer serves convenience foods
conveys very little about convenience as it relates to shopping behaviors. The use of
these particular measures (i.e., convenience foods, time-saving durables, and time-saving
services) has often been a hindrance to uncovering the true relationships between
convenience and various other constructs.
As consumers started to engage in convenient shopping behaviors, researchers
began to search for and construct measures which would effectively capture convenience
as it applies to shopping. In their research, Bellizi and Hite (1986) constructed items
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measuring both convenient and inconvenient shopping styles. Items measuring
inconvenient shopping styles were based on cost savings and bargain hunting, while
items measuring convenient shopping styles actually captured consumer willingness to
pay a higher price (Bellizzi and Hite 1986). Similarly, Maher et al. (1997) measured the
importance of convenience when shopping using a single-item indicator (i.e., “When it
comes to shopping, convenience is the most important thing to me”). These particular
measures capture convenience in its most general form. This dissertation strives to
improve upon the measurement problems encountered in previous convenience studies by
using multiple-item indicators to capture the NRSC construct.
Antecedents to the Need for Retail Shopping Convenience
In fully developing the NRSC it is important to examine constructs which are
thought to influence and to lead to the recognition of this need. Figure 1 contains the
structural model tested in this dissertation. The left side of Figure 1 contains the
antecedents thought to influence the NRSC--time pressure, role overload, temporal
orientation, planning orientation, polychronic orientation, and the willingness to trade
money for convenience (termed “willingness to tradeoff” in Figure 1). Each
hypothesized antecedent is discussed in this section of Chapter II.
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Figure 1
Model of the Antecedents to and Consequences of the Need for Retail Shopping Convenience

Time Pressure
Time pressure is the first antecedent thought to influence the NRSC. Time
pressure is defined as “the perceived constriction of the time available for an individual to
perform a given task” (Iyer 1989, p. 43). People experiencing time pressure often feel
that their lives are rushed and that they lack the time necessary to accomplish all the
things they want to accomplish or should accomplish. Feelings of time pressure are
common among many people today (Robinson and Godbey 2005a). A study conducted
for the Hilton Hotels Corporation polled 1,010 people, and the results show the
following: 50 percent would be willing to forfeit a day’s wages for an additional day off
each week; 33 percent fail to accomplish all that they planned to accomplish each day;
and 21 percent felt that they have “no time for fun” (Hymowitz 1991). These feelings
remain widespread today as a greater number of individuals reported feelings of time
pressure in 2001 than 35 years ago (Robinson and Godbey 2005b).
Feelings of time pressure often cause individuals to experience two distinct
cognitive states. First, time pressure can cause individuals to experience worrisome
thoughts. Breznitz (1971) described worry as an internal reality test, meaning that
thoughts of worry emerge when an individual realizes a threat concerning future events.
Specific to time pressure, worrisome thoughts emerge when the individual realizes a
discrepancy between the amount of time necessary to complete a task and the amount of
time he/she has available to complete that particular task. These worrisome thoughts
frequently impede the ability of the individual to process information by affecting his or
her ability to pay attention to relevant information (Eysenck and Calvo 1992), by limiting
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the amount of cognitive effort the individual can devote to completing the task (Eysenck
and Calvo 1992), and by interfering with an individual’s ability to retrieve information
stored in memory (Bettman 1979). Therefore, the presence of worrisome thoughts can
often prove detrimental to completing the task at hand. Second, the presence of time
pressure often produces feelings of arousal (i.e., increased alertness, awareness,
enthusiasm, and vigor) which increase the amount of motivation and effort devoted to
accomplishing the task (Eysenck and Calvo 1992; Latham and Locke 1975; Liebert and
Morris 1967). In this sense, time pressure actually promotes completion of the task by
increasing the amount of effort expended and by providing the individual with an
underlying force to complete the task. These two effects, both positive and negative, can
be applied to numerous tasks including shopping.
Previous studies have examined the effect of time pressure on consumers in the
marketplace. Specifically, researchers in this area have examined the influence of time
pressure on information processing (Bettman 1979; Bronner 1982; Dhar and Nowlis
1999; Hahn, Lawson, and Lee 1992; Robinson and Godbey 2005b; Suri and Monroe
2003; Wright 1974), productivity (Latham and Locke 1975), and performance (Hahn,
Lawson, and Lee 1992; Isenberg 1981). Time pressure is an important variable in
determining the amount of information consumers can process (Bettman 1979; Hahn,
Lawson, and Lee 1992). Those consumers who do experience feelings of time pressure
(when compared to those who do not experience feelings of time pressure) tend to
process less consumer information (Dhar and Nowlis 1999). This conclusion can be
attributed to two previous research findings. First, the amount of time available to
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complete a task often dictates the amount of information that a consumer is capable of
processing (Bettman 1979). Without the time available to engage in effortful processing,
consumers under time constraints naturally tend to process less information than if they
had unlimited time. Second, consumers making a purchase decision under time pressure
often have a decreasing demand for additional product and purchase information
(Bronner 1982). In general, without time pressure, the quality of consumer decisions
increases with additional information (Hahn et al. 1992). In situations characterized by
time pressure, the quality of consumer decisions increases until information overload
occurs (Hahn et al. 1992). Individuals also tend to emphasize negative information under
situations characterized by time pressure (Wright 1974).
Another way that time pressure affects consumers is by influencing productivity.
Time pressure often initiates feelings of arousal, increasing consumer motivation to
successfully complete the task (Eysenck and Calvo 1992; Latham and Locke 1975;
Liebert and Morris 1967). The more motivated consumers are to complete a task, the
more likely they are to be productive. This relationship between time pressure and
productivity exists to a certain extent. That is, a threshold or optimal level of time
pressure exists such that increasing time pressure beyond the optimal level leads to a
decrease in motivation to complete the task (Janis and Mann 1977).
Time pressure also influences consumer performance in the marketplace.
Consumers experiencing little or no time pressure are more likely to search for coupons
and other promotional materials outside of the store and to search for in-store promotions
as well (Vermeir and Van Kenhove 2005). Perceptions of time pressure have also been
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known to influence propensity to adopt a new brand, such that consumers under time
pressure are less likely to adopt a new brand (Howard and Sheth 1969). Perhaps this is
because consumers feel more confident in their current brand or evoked set, have a lower
need to search for product information, and find it more convenient (i.e., requiring less
time and effort) to select a familiar and previously used brand.
When combined with other factors (namely, perceived risk and knowledge of the
store environment), time pressure also affects both perceptions of retail crowding (Eroglu
and Machleit 1990) and unplanned purchases (Iyer 1989). Specifically, the combination
of perceived risk and time pressure increases consumer perceptions of retail crowding
(Eroglu and Machleit 1990). Consumers experiencing little or no time pressure and with
little knowledge of the store environment usually end up with more unplanned purchases
(Iyer 1989). With more time available to spend in the store, consumers spend time trying
to locate their planned purchases and often stumble upon and purchase items they did not
originally plan to buy. In summary, time pressure affects various aspects of consumer
behavior including information search, productivity, and various performance aspects
(i.e., propensity to search for promotions, propensity to adopt a new brand, perceptions of
retail crowding, and unplanned purchases).
As mentioned earlier, individuals who experience time pressure often experience
worrisome thoughts (Eysenck and Calvo 1992). Plagued by these thoughts, consumers
will often engage in avoidance behaviors to minimize or reduce the resulting stress.
Since time is one type of cost associated with shopping and one which is strongly tied to
feelings of time pressure, time-pressured individuals are highly motivated to save time
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and often engage in time-saving behaviors when completing everyday activities like
shopping. By engaging in time-saving behaviors, these individuals are hoping to reduce
the stress and worry which accompany time pressure. Time-saving behaviors specific to
shopping include adopting convenient shopping behaviors (i.e., constructing organized
shopping lists, shopping at non-peak times, and shopping via convenient channels) and
shopping with retailers that offer high levels of retail shopping convenience during every
aspect of the consumer behavior process. Consumers experiencing time pressure should
consider convenience important in deciding how and where to shop. Hypothesis 2
formally states the posited relationship between time pressure and the NRSC.
H2: Time pressure is positively related to the need for
retail shopping convenience.
Because retail shopping convenience deals with saving the consumer time and effort
while shopping (Seiders, Berry and Gresham 2000), it is important to more closely
examine the concept of time pressure as an antecedent to the NRSC.
Role Overload

Role Theory
Every individual is part of a larger social structure which influences his or her
behavior. This overall social structure is comprised of five different types of social
institutions: the family, the educational system, religious institutions, the economic
system, and the political system (Reilly 1982). Membership in any of the five types of
social institutions mentioned carries along with it certain roles, positions, and
responsibilities (Bates and Harvey 1977; Davis 1948; Goode 1960; Gross, Mason, and
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McEachern 1958; Levy 1952; Linton 1936). Kaufman, Lane, and Lindquist (1991, p.
393) provide a good explanation of roles stating, “Roles define what must be done and
often establish the priorities and schedules for carrying out necessary activities.”
Positions are similar to roles in that a position includes the behavior which has become
the norm or which has come to be expected in fulfilling roles (Reilly 1982). Virtually
every individual is a member of more than one different social institution (i.e., family,
educational system, religious system, economic system, and political system); therefore,
it is not uncommon for one individual to assume different roles and positions
simultaneously. The various roles ascribed to individuals are the result of situational
influences and are created by the social systems of which they are a part (Montgomery
1998).
Role theory is one theory which seeks to explain the influence of the larger social
structure on individual behavior (Reilly 1982). Consistent with role theory is the notion
that human behavior is guided by the norms and expectations held by individuals and
other people in society. For example, the role of being a mother carries along with it
many behavioral expectations including the responsibility of nurturing, being the primary
caregiver, and maintaining the household. According to Montgomery (1998, p. 97), “The
central premise of role theory is that the individual should be viewed as a collection of
social roles.” In other words, role theory proposes that one individual can be viewed as a
collection of assumed roles (e.g., a husband, a father, a son, a student, a manager, and a
customer) and that a large portion of human daily behavior can be attributed to carrying
out the behaviors associated with occupied roles. While the various roles ascribed to and
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achieved by an individual ultimately influence his or her behavior through commonly
held expectations, individuals occupying similar roles may enact their roles in a different
manner (i.e., not all fathers or sons carry out their roles in an identical fashion) (Reilly
1982). Although behavior and role enactment may not be the same, individuals
occupying similar roles are influenced by similar behavioral norms or expectations,
making it easier to predict behavior. Role theory has been used to conduct research in the
areas of role conflict (Coverman 1989; Hecht 2001; Jones 1993; Montgomery 2005), role
overload (Bellizzi and Hite 1986; Coverman 1989; Hecht 2001; Joag et al. 1991; Reilly
1982), role stress (Frone 1990; Keaveney and Nelson 1993; Miles 1976; Nonis et al.
1996), and role strain (Frone 1990; Goode 1960); however, important to this dissertation
is the identification of role overload as an antecedent to the NRSC.

Defining Role Overload
Role overload is defined as the conflict that arises when the behavior required by
an individual’s engaged roles exceeds the time and energy available (Reilly 1982). The
phenomenon of role overload occurs when an individual has too many demands resulting
from the various roles he or she occupies and not enough time and/or energy to meet the
demands (Coverman 1989). The number of roles that an individual accepts and the
responsibilities associated with these roles place competing demands on an individual’s
time and effort resources (Kaufman, Lane, and Lindquist 1991). By decreasing the time
available to complete additional tasks, role overload should lead to feelings of time
pressure; therefore, role overload experienced by an individual is posited to have a direct
relationship with perceptions of time pressure. Hypothesis 3 details this relationship.
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H3: Role overload is positively related to perceived time
pressure.

Role Overload and Convenience Consumption
Several researchers have examined the effect of role overload on shopping
behavior (Bellizzi and Hite 1986; Joag, Gentry, and Ekstrom 1991; Reilly 1982). Reilly
(1982) was the first to examine this relationship by focusing on role overload in working
wives. The decision to collect data from working wives proved wise in that working
wives frequently occupy several different roles (i.e., wife, mother, and full-time
employee) which create additional time and effort demands and lead to greater degrees of
role overload. Reilly (1982) proposed that role overload was an important factor
influencing convenience consumption behavior and found that working wives were more
likely than non-working wives to experience role overload. Those working wives who
did report feelings of role overload were more likely to own time-saving durables (e.g.,
microwaves, washers, dryers, and dishwashers) and to serve convenience foods. The link
between role overload and ownership of time-saving durables was statistically
significant, while the latter was positive but not statistically significant. In reflecting
upon his study, Reilly (1982, p. 416) identifies the measurement techniques employed as
one of the study’s limitations stating, “It may be that the measure of convenience
consumption used in this and similar research is not particularly sensitive.” As
previously mentioned in this dissertation, relying on time-saving durables and/or
convenience foods to measure convenience may not be the best way to capture the timesaving and effort-saving qualities reflected in the overall definition of convenience.
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In subsequent studies, researchers broadened the concept of convenience by
examining the relationship between role overload and convenience shopping styles
(Bellizzi and Hite 1986; Maher, Marks and Grimm 1997). In 1986, Bellizzi and Hite
found a significant relationship between role overload and the purchase of convenience
products, while also investigating the relationship between role overload and convenient
shopping styles. The latter relationship was studied by examining differences between
respondents who had adapted less convenient shopping styles (e.g., using coupons and
bargain shopping) and respondents who had adapted more convenient shopping styles
(e.g., shopping via telephone). Their findings revealed that while role overload seems to
influence the purchase of convenience products, it does not always lead to a more
convenient shopping style. According to their data, individuals experiencing role
overload often engage in less convenient, bargain-hunting behaviors. In this particular
study, Bellizzi and Hite (1986) concluded that other consumer factors (particularly
education, lifestyle, and income) are significant variables influencing convenience
consumption behavior.
With role overload placing increasing demands on both time and effort resources,
it is expected that convenience shopping is an important strategy adopted by consumers
in reducing role overload. Maher, Marks and Grimm (1997) examined the relationship
between role overload and the importance of convenience in shopping channel selection,
but they did not find support for this proposed relationship. One of the main limitations
of the Maher, Marks and Grimm (1997) study concerns the measurement of the
“importance of convenience” construct. This particular construct was measured using a
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single-item indicator (i.e., “When it comes to shopping, convenience is the most
important thing to me”). Perhaps the use of multiple-item indicators would have revealed
different results.
In addition to examining the effect of role overload on shopping styles and
channel selection, it is also important to examine the effect of role overload on the
NRSC. Role overload emerges when an individual perceives a discrepancy between
what he/she must accomplish to fulfill each role and the time and effort resources
available. Individuals experiencing role overload often feel uneasy and are likely to
search for solutions or strategies to minimize this discrepancy. Retail shopping
convenience is one way to achieve this goal. Because shopping is a task which
individuals (regardless of the nature and number of their roles) engage in, it is posited
that feelings of role overload will motivate consumers to minimize both time and energy
expenditures while shopping. Engaging in convenient shopping behaviors allows for the
reallocation of saved time and effort to other tasks. This motivation to save both time
and effort is a reflection of the underlying need or desire for retail shopping convenience.
Hypothesis 4 formalizes the relationship between role overload and the NRSC.
H4:

Role overload is positively related to the need for retail shopping
convenience.

Many of the previous studies investigating the link between role overload and
convenience consumption have not found solid support for this relationship (Bellizzi and
Hite 1986; Maher, Marks, and Grimm1997; Reilly 1982). In two of these studies (Maher,
Marks, and Grimm 1997; Reilly 1982), the researchers allude to problems in measuring
convenience. Difficulty in adequately capturing shopping convenience has proved to be
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a hindrance to uncovering the true relationship between role overload and convenience
behaviors. By adequately capturing a consumer’s NRSC using a well-developed,
multiple-item scale, it is the goal of this research to discover the true relationship between
role overload and the NRSC.
Timestyle--Social, Temporal, Planning, and Polychronic Orientation
Because a large facet of retail shopping convenience is centered on the notion of
saving time, it is appropriate to introduce the concept of timestyle as a potential
antecedent to the NRSC. Timestyle is defined as “the customary ways in which people
perceive and use time” (Cotte, Ratneshwar and Mick 2004, p. 333). Denton (1994, p.
133) contends that the concept of timestyle goes beyond decisions of time allocation to
include “how one uses time to satisfy one’s own goals and needs…and how time
allocation affects other aspects of one’s lifestyle.” The overall timestyle construct is
comprised of four distinct dimensions--social orientation, temporal orientation, planning
orientation, and polychronic orientation. An individual’s timestyle is largely determined
by each of these four dimensions.

Social Orientation
The first timestyle dimension, social orientation, is based on the notion that
people differ in their propensity to separate blocks of time into “time for me” versus
“time with/for others” (Cotte and Ratneshwar 2003; Cotte and Ratneshwar 1998; Cotte
and Ratneshwar 2001; Cotte, Ratneshwar, and Mick 2004). Decisions regarding social
orientation ultimately require individuals to choose between spending time on an
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individual level or on a group level, and individuals differ in the priority attributed to
“time for me” and “time with/for others” (Hall 1976; Manrai and Manrai 1995; Rhee et
al. 1995). Berry (1979) mentioned the movement toward “me time” in his research by
discussing the trend of spending more personal time to improve physical and mental
well-being. At the time of Berry’s research, more and more Americans were devoting
time to engage in activities such as gardening, aerobic activity (i.e., racquetball, running,
dancing, bicycling, swimming, etc.), stamp collecting, home-improvement projects,
meditation, television viewing, and museum visits to escape the pressures of day-to-day
life. Although individuals may long for additional “me time,” many also have
obligations to friends, family members, and social organizations. An individual’s
decision and propensity to spend time alone or with others ultimately determines his/her
social orientation while significantly impacting his/her time perceptions (Cotte 1998).
The social orientation dimension does not appear as an antecedent in Figure 1
because it is not thought to directly impact an individual’s NRSC. It may however
indirectly impact the NRSC, serving as a motive for why a particular consumer wants to
save time. In other words, does the consumer want to save time to spend with others or
to spend alone? The social orientation may also indirectly impact the NRSC based on the
presence of others on the shopping trip. For more other-oriented consumers, shopping
with friends or family members makes the shopping trip more of a social outing, thereby
affecting perceptions of convenience.
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Temporal Orientation
Temporal orientation is the second dimension of timestyle and is best defined as
“the relative significance individuals attribute to the past, present or the future” (Cotte
1998, p. 11). Some individuals have a strong temporal orientation toward the past and
are often described as nostalgic, while others are more concerned about the present or the
future. This does not mean that an individual with a strong temporal orientation toward
the present does not consider the past or future at all, only that they think more about the
present and consider it to be salient.
The importance that people place on the three temporal zones (i.e., past, present,
future) is one way to differentiate individuals (Cottle 1976) as well as to determine
characteristics about their personalities (Graham 1981; Kaufman and Lane 1990). As
such, temporal orientation is important to this dissertation in that it influences an
individual’s time perception.
One’s overall perspective on time, and thus one’s resulting
perceptions of its pace, pleasantness, value and utility,
ability to control or be controlled, etc. are particularly a
function of how one considers the elements of past, present,
and future in both the short term and the long term (p. 38,
Guy, Rittenburg, and Hawes 1994).
Differences in temporal orientation have often been attributed to individual factors such
as education (Cotte and Ratneshwar 1998; Cotte and Ratneshwar 2001), individual
experiences (Cotte and Ratneshwar 1998; Cotte and Ratneshwar 2001), social class
(Cotte and Ratneshwar 1998; Cotte and Ratneshwar 2001), age and gender (Bergadaa
1990; Block, Saggau, and Nickol 1984; Cottle 1976), and race (Hill and Stuckey 1992;
Jones 1988). Regardless of these findings, Holbrook (1993) still found that individual
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differences in temporal orientation exist among members of homogeneous demographic
groups.
Individuals with a strong temporal orientation toward the present focus more on
the here and now and less on both the past and the future. On the other hand, individuals
with a stronger temporal orientation toward the future are more action oriented, look
forward to change, and actively plan for the state of the future (Bergadaa 1990). Saving
time in the present frees up time for use on future activities; therefore, it is expected that
individuals with a strong temporal orientation toward the future would be interested in
time-saving offerings. This dissertation posits that an individual’s temporal orientation
influences his or her NRSC, such that those individuals with a strong future-orientation
have a higher NRSC. Hypothesis 5 states the following:
H5: The more future-oriented an individual is in his/her
temporal orientation, the greater the need for retail
shopping convenience.
Temporal orientation is an important dimension of timestyle--one which provides many
insights into time-saving and convenience behaviors.

Planning Orientation
The third dimension of timestyle, planning orientation, is described as the extent
to which an individual organizes and plans his/her time. According to Cotte, Ratneshwar,
and Mick (2004, p. 334), “The two poles of this dimension are analytic (i.e., people who
plan extensively and like to account for each minute of the day) and spontaneous (i.e.,
people who are reluctant to plan ahead and think of time in macro units).” As a third
timestyle dimension, planning orientation also provides valuable insights into
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convenience behavior in that analytic planners are more likely to be sensitive to the
amount of time required to complete individual tasks like shopping. If an analytic
planner anticipates a 30 minute shopping trip and the actual shopping trip takes a full
hour, he/she will most likely be dissatisfied after having to re-examine and rearrange the
remainder of his/her daily schedule. Analytic planners do not like to change their
schedules, and encountering inconvenient shopping experiences may require them to do
so. For this reason, analytic planners are expected to have a stronger NRSC than
spontaneous planners. Hypothesis 6 is now presented.
H6: The more analytic an individual is in his/her planning
orientation, the greater the need for retail shopping
convenience.

Polychronic Orientation
Polychronic orientation is the fourth and final dimension influencing an
individual’s timestyle. People vary in this fourth timestyle dimension from monochronic
to polychronic (Feldman and Hornik 1981; Graham 1981; Hall 1983; Kaufman, Lane and
Lindquist 1991). Feldman and Hornik (1981) identify key differences between
monochronic and polychronic individuals:
The monochronic personality is one of low involvement,
who schedules one activity at a time, and becomes
disoriented if too many things have to be done at once; the
polychronic personality is comfortable engaging in several
activities simultaneously (p. 412).
Polychronicity can be described as consisting of two distinct behaviors (Bluedorn,
Kaufman, and Lane 1992). First, an individual has a polychronic orientation if he/she
can engage in more than one activity simultaneously. For example, a polychronic
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individual can talk on the telephone and watch television at the same time. When
thinking about polychronic behavior, this type of behavior most commonly comes to
mind. Second, an individual has a polychronic orientation if he/she can work on multiple
tasks or activities during a single time period. Consider a one hour period of time. A
polychronic individual falling into this second behavior category may work on one task
for 15 minutes, a different task for 20 minutes, and a third task for the remaining 25
minutes.
Individuals guided by a monochronic orientation tend to be more task oriented
and consider promptness important (Bluedorn, Kaufman, and Lane 1992; Hall and Hall
1990). At the same time, they often find themselves with many tasks to accomplish,
unwilling to change their plans, wanting to accomplish only one task at a time, and with
intense feelings of time pressure (Bluedorn, Kaufman, and Lane 1992; Cotte,
Ratneshwar, and Mick 2004). Individuals with a strong polychronic orientation tend to
be more flexible with their schedule and plans (Bluedorn, Kaufman, and Lane 1992), and
they tend to handle interruptions to their daily schedules in stride. They are also more
willing to borrow and lend materials and tend to emphasize relationships and people
more than tasks (Bluedorn, Kaufman, and Lane 1992). One of the greatest advantages of
a polychronic orientation is that it changes the perception that time is a fixed commodity,
such that time can be used for multiple tasks simultaneously (Kaufman and Lane 1990).
Many individuals with a polychronic orientation can accomplish more in a 24 hour period
than individuals with a monochronic orientation (Kaufman, Lane, and Lindquist 1991).

58

Adopting a polychronic orientation is a strategy employed by many individuals to
reduce feelings of intense time pressure and role overload ("Consumers Adapting to
Pressures of Time" 2001; Bluedorn, Kaufman, and Lane 1992; Kaufman, Lane, and
Lindquist 1991). A relationship exists between role overload and polychronic time use
such that individuals engaging in polychronic time use are less likely to experience role
overload (Bluedorn, Kaufman, and Lane 1992; Kaufman, Lane, and Lindquist 1991).
Polychronic time use can effectively be used in satisfying the demands and priorities of
several roles simultaneously (Kaufman, Lane, and Lindquist 1991). Similarly, the ability
to multi task offered by adopting a polychronic orientation has been identified as a
successful strategy incorporated to minimize feelings of time pressure ("Consumers
Adapting to Pressures of Time" 2001). For these reasons, individuals with a more
polychronic orientation are expected to have a weaker NRSC than those adopting a
monochronic orientation. Thus, Hypothesis 7 is as follows:
H7: Individuals adopting a more polychronic orientation
will have a weaker need for retail shopping
convenience than those adopting a more monochronic
orientation.
Hypothesis 7 is built upon the notion that individuals with a polychronic orientation
(when compared to individuals adopting a monochronic orientation) are less likely to
experience feelings of time pressure and role overload. Because they engage in
polychronic behavior, saving time and effort while shopping will be less of a priority to
them than it is for monochronic individuals. All four dimensions of social, temporal,
planning and polychronic orientation are equally important in helping to shape an
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individual’s timestyle. As such it is important to consider each timestyle dimension and
to determine its effect on the NRSC.
Willingness to Trade Money for Convenience
Price is often described in terms of the sacrifice that a consumer has to make to
receive the benefits of owning the product (Hawkins, Best, and Coney 2004); however,
the monetary price of a product is not the only type of sacrifice consumers are willing to
make while shopping. Consumers are also willing to make non-monetary sacrifices
including both time and effort expenditures (Bender 1964). When time, effort, or money
is considered scarce, it is natural for consumers to be willing to spend more of one cost to
minimize another (Schary 1971). For example, Bergadaa (1990) states, “The freedom to
use time as one chooses can be acquired by trading another resource, such as money or
effort” (p. 290). While shopping, some consumers are willing to make bigger sacrifices
(i.e., to spend more money, time, and/or effort) to obtain a product. Others are either not
willing to make such sacrifices or are unable to do so because they cannot afford it. The
sixth and final antecedent thought to impact the need for retail shopping convenience is
the willingness to trade money for convenience (from here on referred to as “the
willingness to tradeoff”). This construct captures the willingness of consumers to
exchange one type of consumer cost (money) to reduce or minimize other types of
consumer costs (time and/or effort expenditures).
Time and effort are two important elements which affect store selection and
shopping behavior (Messinger and Narasimhan 1997; Zeithaml 1988). A shopping trip to
a traditional brick-and-mortar store often involves significant time and effort
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expenditures associated with various stages of the shopping process. Shopping with
retailers who excel in offering shopping convenience and who offer the dimensions of
access, search, possession, and transaction convenience provides consumers with the
ability to minimize the time and effort expenditures associated with shopping.
Consumers with greater financial resources (i.e., money) and with less human resources
(i.e., time and effort) often have a higher NRSC and are therefore more willing to make
monetary sacrifices to minimize the non-monetary sacrifices of time and effort. The
more important saving time and effort is to an individual, the more likely they are to be
willing to spend more money to reap the benefits of convenience. Hypothesis 8
formalizes this relationship by stating,
H8: The more willing an individual is to trade money for
convenience, the greater his/her need for retail
shopping convenience.
The Moderating Effect of Culture
The third purpose of this dissertation is to examine the effect of culture as a
moderator on the relationship between the antecedents of time pressure, role overload,
and various timestyle dimensions (i.e., temporal orientation, planning orientation, and
polychronic orientation) and the NRSC. Culture has such a strong impact on behavior,
primarily influencing the beliefs, values, rituals, customs, symbols, social relationships,
institutions, knowledge, language, and time perceptions of individuals as members of a
cultural group (Hawkins, Best, and Coney 2004; Wallendorf and Reilly 1983). Because
time perception is essential in examining feelings of time pressure and role overload and
in influencing the temporal, planning, and polychronic dimensions of timestyle, it is
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expected that culture will play an important role as a moderator in changing the nature of
the relationship between the aforementioned antecedents and the NRSC. This section
provides an overview of the importance of the U.S. Hispanic market and details
hypotheses regarding the moderating effect of culture on the NRSC.
Importance of the Hispanic American Market
The importance of the U.S. Hispanic market can best be described using three
characteristics--size, purchasing power, and location. The first characteristic that makes
the U.S. Hispanic market important and desirable for marketers is its size. Hispanic
Americans are currently reported to be the second-largest population group in the United
States after white, non-Hispanic Americans (Faura 2004). Perkins (2004) captures the
significance of the size of the U.S. Hispanic market best stating,
The most recent Current Population Survey (March 2002)
shows that more than one of every eight people in the
United States considers him or herself Hispanic. In 2002,
there were 34.7 million documented Hispanics in the
United States (not including Puerto Rico), representing
13.3 percent of the total population overall (p. 1).
Not only is the Hispanic American market a significant one in size, but it is also still
experiencing significant growth. Currently, Hispanic Americans comprise the fastest
growing demographic segment of the U.S. population, growing six times faster than all
other population segments (Faura 2004). This growth is expected to continue. The rapid
growth of this segment of the U.S. market can be attributed to factors such as
immigration, larger households, a younger population, and higher fertility rates (Faura
2004; Perkins 2004). Because the Hispanic American market is so sizable, it is a market
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that companies hoping to grow in sales, market share, and volume should pursue (Faura
2004).
The second characteristic contributing to the importance of the Hispanic
American market is its purchasing power. Currently, the Hispanic American market
wields an estimated $600 billion in purchasing power (Faura 2004; Vranica 2005) with
2008 projections reaching one trillion dollars (Faura 2004; Korzenny and Korzenny
2005). As such, the Hispanic American segment is economically strong and is a viable
target for many local and national companies alike.
The third characteristic which makes the U.S. Hispanic market important is
location, specifically the fact that Hispanics tend to be located in geographically
definable markets. Certain geographic areas are more likely to contain Hispanic
American consumers. For example, over 50 percent of the U.S. Hispanic market can be
targeted by focusing on California and Texas (Korzenny and Korzenny 2005). Other
areas of the U.S. with a strong Hispanic presence include the West (with Hispanics
representing 44.2% of the population) and the South (with 34.8% of the population being
Hispanic) (Perkins 2004). Faura (2004) has identified the top 30 largest Hispanic
markets in the United States. Table 4 contains a list of the top 30 U.S. Hispanic markets
by size, including information regarding the size of the Hispanic population in each
market, the average household income for Hispanics, and the Hispanic density for each
area.
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Table 4
Top 30 U.S. Hispanic Markets

Market Location
1. Los Angeles, CA
2. New York, NY
3. Miami-Ft. Lauderdale, FL
4. Chicago, IL
5. Houston, TX
6. San Francisco-Oakland-San Jose, CA
7. Dallas-Fort Worth, TX
8. San Antonio, TX
9. Phoenix, AZ
10. Harlingen-Weslaco-Brownsville-McAllen, TX
(Rio Grande Valley)
11. Fresno-Visalia, CA
12. San Diego, CA
13. Sacramento-Stockton-Modesto, CA
14. El Paso, TX
15. Albuquerque-Santa Fe, NM
16. Denver, CO
17. Philadelphia, PA
18. Washington, DC
19. Tampa-St. Petersburg-Sarasota, FL
20. Orlando-Daytona Beach-Melbourne, FL
21. Austin, TX
22. Atlanta, GA
23. Boston, MA
24. Las Vegas, NV
25. Tucson, AZ
26. Corpus Christi, TX
27. Monterey-Salinas, CA
28. Bakersfield, CA
29. Seattle-Tacoma, WA
30. Portland, OR
Source: Faura (2004)

Total Hispanic
Population
6,845,339
3,895,666
1,652,165
1,587,360
1,526,137
1,367,703
1,287,752
1,075,603
990,571

Average
Household
Income
$51,912
$48,399
$57,472
$52,303
$46,094
$46,094
$42,735
$37,077
$41,123

Hispanic
Density
41.3%
19.1%
40.7%
16.9%
29.3%
19.9%
21.4%
52%
23.9%

903,256
801,357
798,988
735,625
670,646
650,988
627,556
502,967
483,563
393,204
385,255
376,202
373,784
372,007
351,185
334,285
319,799
303,423
258,869
257,890
251,996

$40,114
$43,321
$45,001
$43,495
$38,189
$35,733
$39,291
$38,375
$45,563
$41,856
$39,473
$41,638
$50,046
$41,793
$39,887
$37,298
$35,205
$40,194
$42,365
$40,846
$43,094

87%
46.7%
27.6%
20.9%
76.3%
38.1%
17.6%
6.6%
8.4%
10.2%
12%
25.7%
7%
6%
22.6%
32.2%
57%
41.1%
43.6%
5.9%
8.9%

The Cultural Heritage of Hispanic Americans
Cross-cultural marketing research comparing Hispanic consumers and nonHispanic consumers remains sparse and is commonly built upon the assumption that
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Hispanic consumers are culturally different than non-Hispanic consumers. This
assumption was confirmed by Valencia (1989) who provided empirical support that the
values of Hispanic consumers are culturally different from those of non-Hispanic
consumers. This section contains information regarding three important elements of
cultural heritage that are central to these cultural differences.
Hispanic Americans consider religion an important influence on their day-to-day
lives. Hispanics have traditionally had a strong devotion to the Catholic religion and
faith with its teachings of original sin, guilt, forgiveness, suffering, and everlasting life
(Korzenny and Korzenny 2005). These teachings are important to an individual’s
cultural identity as a Hispanic and are often displayed in popular television shows as well
as other types of entertainment. Because of their devotion to the Catholic Church and its
teachings, Hispanic Americans also tend to value and portray spirituality and
introspection in their daily lives.
Another element important to the Hispanic American heritage is their use of the
Spanish language. According to Korzenny and Korzenny (2005, p. 23), “The Spanish
language is the glue that keeps Hispanics relatively homogeneous.” In 2000, more than
80 percent of the Hispanic population in the U.S. spoke Spanish in the home (Korzenny
and Korzenny 2005). Likewise, in 2004, approximately 52 percent of the Hispanic
population still preferred Spanish as their primary language (Faura 2004). Although
different regional dialects exist, most individuals who speak Spanish have little or no
trouble communicating with other Spanish-speaking people (Korzenny and Korzenny
2005).
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Hispanics also share many different cultural values including collectivism,
polychronism, lack of perceived control over the environment, and the utmost respect for
their traditions, elders, and ancestors (Korzenny and Korzenny 2005). Important to this
dissertation are the values of collectivism and polychronism; therefore, these values are
now described in more detail. The Hispanic culture instills in its members the
importance of collectivism rather than individualism (Hofstede 2001). For Hispanic
Americans, groups such as family or friends are more important than individuals. This is
one reason why Hispanic Americans are more likely to spend time with groups of people
rather than alone. This means that Hispanic Americans tend to be more “other oriented”
in their social orientation. Another value which is important to the Hispanic culture is
polychronism. Hispanics tend to see time as non-linear and are more willing to engage is
polychronic behaviors; that is, they are more likely to occupy one segment of time with
multiple uses simultaneously. In this sense, Hispanic Americans are more likely to have
a strong polychronic orientation. This likelihood to engage in polychronic behaviors is
used later in developing hypotheses regarding culture’s moderating effects.
Cultural Differences, Time Perception, and the Need for Retail Shopping
Convenience
The Hispanic American population is comprised of several different sub-cultural
groups. Those identified by the U.S. Census Bureau include Mexican, Puerto Rican,
Cuban, Dominican, Costa Rican, Guatemalan, Honduran, Nicaraguan, Panamanian,
Salvadoran, Argentinean, Bolivian, Chilean, Columbian, Ecuadorian, Paraguayan,
Peruvian, Uruguayan, Venezuelan, and Spaniards. To ensure a strong, accurate, and
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clean comparison of the two different cultural groups (i.e., Hispanic Americans and nonHispanic Americans), only one particular sub-culture within the larger Hispanic
American culture was selected for sampling. In this dissertation, comparisons are made
between Mexican-American consumers and white, non-Hispanic Americans. The
Mexican-American sub-culture was selected because of its size in comparison to other
Hispanic sub-cultures. Because Mexico borders the United States, the U.S. Hispanic
population consists largely of Mexican Americans (Faura 2004). This comparison
between Mexican Americans and white, non-Hispanic Americans is similar to those of
previous studies conducted by Imperia, O’Guinn, and MacAdams (1985) and Medina,
Saegert, and Gresham (1996).
This section examines differences between these two cultural groups, focusing
specifically on how these differences affect the NRSC. The previously hypothesized
relationships of time pressure, role overload, and various timestyle dimensions with the
NRSC are re-examined here in light of the moderating role of cultural differences.
Hypotheses are developed using Graham’s (1981) models of time perception.
According to Graham (1981), Anglo Americans are commonly influenced by the
linear-separable model of time perception which relies primarily on mechanical time.
This means that Anglo Americans are more likely to consider the exact time (in hours
and minutes) that is required to complete a given task. Recall that those driven by the
linear-separable model are more likely to divide time into segments and assign tasks to
each segment of time. They also tend to adopt a monochronic timestyle orientation,
assigning only one task to each block of time. In addition, the linear-separable model
67

treats time in the past which was not actively spent trying to improve the future as
wasted. As such, it seems that the constant struggle to fit tasks into segments or blocks of
time and the goal of using time in the present to improve the future would make it more
likely for white, non-Hispanic Americans (in comparison to Mexican Americans) to feel
pressured by time or to feel that they do not have enough time for all of the tasks that
they need to or want to complete. Hypothesis 9 posits that the relationship between time
pressure and the NRSC is stronger for white, non-Hispanic Americans.
H9: The relationship between time pressure and the need
for retail shopping convenience is moderated by
culture; that is, the relationship between time pressure
and the need for retail shopping convenience is
stronger for white, non-Hispanic Americans than for
Mexican Americans.
The linear-separable model adopted by many white, non-Hispanic Americans places a
strong emphasis on the future; therefore, saving time should be a high priority for them.
The next relationship which is thought to be moderated by culture is the
relationship between role overload and the NRSC. Graham (1981) discussed the circulartraditional model as being common to Latin American cultures and being built upon
natural time measures. One of the main principles guiding the circular-traditional model
is the idea that an individual should only do today what must be done today. Everything
else should be put off until tomorrow. Historically, it may not have been important to
examine role overload in Hispanics as traditional male and female roles dominated their
culture. Men were the “bread winners” while women concentrated on taking care of the
family and the home. As their culture continues to develop and evolve, Hispanic
Americans are beginning to take on new roles. According to Faura (2004, p. 12), “U.S.
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Hispanic moms are entering the workforce in record numbers.” Because entering the
workforce requires Hispanic American women to assume new roles and responsibilities,
time resources are becoming scarce and convenience is becoming increasingly important.
In general, individuals initially entering the workforce are often more likely to experience
role overload; however, this may not be true for Hispanic Americans. When it comes to
role overload, Hispanic Americans are thought to have two distinct advantages over nonHispanic Americans. First, the Hispanic culture places strong emphasis on the
importance of family. This means that when it comes to balancing family roles and work
roles, Hispanics Americans are more likely to put family first. Non-Hispanic Americans
are more likely to place equal emphasis on all acquired roles rather than focusing on a
single role. Second, Hispanic Americans are more equipped with polychronic skills and
are more likely to be successful in using polychronic behavior to combat feelings of role
overload. By engaging in multiple activities during a single time period, Hispanic
Americans can accomplish more than could be accomplished monochronically in 24 hour
period. For these reasons, Hypothesis 10 states the following:
H10: The relationship between role overload and the need
for retail shopping convenience is moderated by
culture; that is, the relationship between role overload
and the need for retail shopping convenience is
stronger for white, non-Hispanic Americans than for
Mexican Americans.
Because Hispanic Americans and non-Hispanic Americans are influenced by
different time perceptions, culture is also thought to moderate the relationship between
the various timestyle dimensions and the NRSC. Differences in social orientation exist
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between non-Hispanics and Hispanics. The Hispanic culture is a high context culture
(Manrai and Manrai 1995) which emphasizes social relationships and interaction rather
than time spent alone (Hall 1976; Hall 1959; Korzenny and Korzenny 2005).
Collectivism is a key value in the Hispanic culture; therefore, as mentioned previously,
U.S. Hispanic consumers (when compared to U.S. non-Hispanics) should be more “other
oriented” in their social orientation. This propensity to be “other oriented” reflects the
importance and value attributed to family, extended family, and friends in the Hispanic
culture. Non-Hispanic consumers should be more “self oriented” in their timestyles,
placing a higher value on time spent alone. This could mean that when shopping with
friends or family, Hispanic consumers (in comparison to non-Hispanic consumers) have a
lower NRSC, focusing more on the social interaction than on having a quick and easy
shopping experience. Because social orientation is not hypothesized to directly influence
the NRSC, the moderating effect of culture will not be examined in this dissertation.
Timestyle differences also exist between Hispanic Americans and non-Hispanic
Americans regarding temporal orientation. Hispanics tend to have a strong temporal
orientation toward the present, constantly focusing on the “here and now” (Cotte 1998).
This can be attributed to Hispanics’ observance of the circular-traditional model of time
perception which views time as a circular or cyclical phenomenon (Graham 1981).
Individuals adhering to the circular-traditional model expect the future to be similar to the
past, and as a result, they find little need to focus on the future. These individuals seldom
consider freeing up time for later use. The NRSC may not be as important to consumers
employing the circular-traditional model of time perception unless the benefits of
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convenience shopping can be recognized immediately. In contrast to Hispanics, white,
non-Hispanics are more likely to have a strong temporal orientation toward the future.
This future-oriented temporal orientation stems from Anglos’ adherence to the linearseparable model of time perception which views time as a straight line with a past,
present and future (Graham 1981). Engaging in time-saving behaviors in the present
improves the state of the future by freeing up time for use on other more desirable
activities. Hypothesis 11 relates these cultural differences to the NRSC.
H11: The relationship between temporal orientation and the
need for retail shopping convenience is moderated by
culture; that is, the relationship between temporal
orientation and the need for retail shopping
convenience is stronger for white, non-Hispanic
Americans than for Mexican Americans.
The third timestyle dimension where differences in culture exist is the planning
orientation. In her dissertation research, Cotte (1998) found that Hispanics tend to be
more holistic and spontaneous planners when compared to non-Hispanics. This means
that Hispanic Americans are less likely to plan ahead and less likely to adhere to strict
time schedules. In contrast, non-Hispanic Americans tend to adopt a more analytic
planning orientation, rely on strict time schedules, and focus more on saving time to
remain on schedule or to get ahead of schedule. These findings are applied to the NRSC
in Hypothesis 12.
H12: The relationship between planning orientation and the
need for retail shopping convenience is moderated by
culture; that is, the relationship between planning
orientation and the need for retail shopping
convenience is stronger for white, non-Hispanic
Americans than for Mexican Americans.
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The fourth and final timestyle dimension, polychronic orientation, is also thought
to exhibit differences for Hispanic Americans and non-Hispanic Americans. Because of
their reliance on the circular-traditional model of time perception, Hispanics are more
likely to possess a more polychronic orientation--engaging in multiple tasks
simultaneously (Cotte and Ratneshwar 1999; Graham 1981; Korzenny and Korzenny
2005). In contrast, the Western, Anglo perception of time tends to be more monochronic-focusing on one task at a time (Cotte and Ratneshwar 1999; Graham 1981). The
propensity of Hispanic Americans to engage in polychronic behavior impacts several
areas of this dissertation. Specifically, the ability of polychronic individuals to engage in
multiple activities simultaneously allows them to accomplish more and to minimize
feelings of time pressure and with role overload. Because polychronic individuals have
ample time to commit to more enjoyable activities, their NRSC is not expected to be as
strong as the NRSC of monochronic individuals. Hypothesis 13 details the cross-cultural
differences between Mexican Americans and white, non-Hispanic Americans regarding
the NRSC.
H13: The relationship between polychronic orientation and
the need for retail shopping convenience is moderated
by culture; that is, the relationship between a
monochronic orientation and the need for retail
shopping convenience is stronger for white, nonHispanic Americans than for Mexican Americans.
This concludes the discussion of the antecedents hypothesized to influence the NRSC and
of culture’s moderating effects. In the next section of this chapter, the consequences
and/or retailer benefits of satisfying the NRSC are discussed.
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Consequences of Satisfying the Need for Retail Shopping Convenience
While it is important to examine those factors which influence a consumer’s
NRSC, it is equally important to examine the consequences of satisfying this need. This
section examines the retailer benefits/consequences of satisfying a consumer’s NRSC.
The consequences examined include the loyalty outcomes of commitment to the retailer,
repurchase intentions, and positive word-of-mouth communications.
Commitment to the Retailer
Commitment is a term commonly used by sociologists to explain why people
engage in consistent behavior over time (Becker 1960). People often use phrases such as
“making a commitment” or “being committed” to refer to their tendency to act a certain
way or being in a mindset to follow a consistent path (Becker 1960). Behavior based
upon a commitment can best be characterized as having two commonalities (Becker
1960). First, the individual engages in some sort of behavior which persists over time.
The activities or behaviors in which he/she engages may be different, but each
contributes to the same goal. Second, the individual realizes that several other courses of
action exist; however, he/she consistently chooses the action that best fits his/her
situation, goal, and/or needs.
A commitment is defined here as “an enduring desire to maintain a valued
relationship” (Moorman, Zaltman, and Deshpande 1992, p. 316). Two major dimensions
of commitment include calculative commitment and affective commitment (Fullerton
2003; Hansen, Sandvik, and Selnes 2003; Johnson et al. 2001). Calculative commitment
is more rational and is described as economic reliance due to switching costs or a lack of
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other alternatives (Anderson and Weitz 1992; Dwyer, Schurr, and Oh 1987; Heide and
John 1992), while affective commitment is a more emotional type of attachment resulting
from psychologically favorable feelings about an organization (Allen and Meyer 1990).
The commitment construct used in this dissertation is more affective than calculative in
nature.
Commitment and loyalty are two constructs which are often used interchangeably,
and the commitment-loyalty link has previously been studied in the marketing literature.
Attitudinal commitment is important in establishing behavioral loyalty in that the
presence of commitment strengthens and intensifies the level of loyalty that a consumer
feels towards an organization (Bettencourt 1997; Pritchard, Havitz, and Howard 1999).
In addition, customer loyalty to an organization has been found to be more durable and
enduring if commitment is also present (Bloemer and de Ruyter 1998; Richards 1998).
Retailers seek to instill a commitment in customers because it increases loyalty,
minimizes the time, effort, and monetary costs associated with acquiring new customers
and keeping existing customers, and has a positive effect on financial performance
(Sanchez and Iniesta 2004). Consumers are motivated to become committed to a retailer
by hopes of reducing the uncertainty associated with shopping in the marketplace,
safeguarding themselves from opportunism, and establishing long-lasting relationships
(Gutierrez, Cillan, and Izquierdo 2003).
Commitment appears in the marketing literature as an important construct in
cultivating continuous, long-term, successful, and valued relationships with customers
(Dwyer, Schurr, and Oh 1987; Hennig-Thurau, Gwinner, and Gremler 2002; Moorman,
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Zaltman, and Deshpande 1992; Morgan and Hunt 1994; Verhoef 2003). Commitment is
the highest level of bonding in a relationship such that when a commitment exists
between two exchange partners, the satisfaction that both parties receive from engaging
in the exchange is so high that it eliminates the possibility of other potential partners
(Dwyer, Schurr, and Oh 1987). If a consumer is committed to a retailer, the customer
feels certain of the retailer, is willing to patronize that particular retail store, and is not
likely to consider other available alternatives (Chaudhuri and Ligas 2003). Hypothesis
14 details the expected relationship between commitment to the retailer and repurchase
intentions.
H14: There is a positive relationship between commitment
to the retailer and repurchase intentions.
The link between commitment and repurchase intentions has previously been
established in the marketing literature. Verhoef (2003) investigated the effect of
customer relationship management on customer retention and found a direct and positive
relationship between affective commitment and customer retention. The link between
commitment and repurchase intentions was examined by Rosenbaum, Massiah, and
Jackson (2006). Their results showed that satisfaction and commitment are essential to
determining repurchase intentions in a professional services setting. In this dissertation,
it is posited that consumers with higher levels of commitment to the retailer have stronger
intentions to purchase from that same retailer again in the future.
A second outcome of commitment important to this dissertation is positive wordof-mouth (WOM) communications. Researchers interested in explaining WOM
communications have come up with several antecedents to this behavior including
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satisfaction (Westbrook 1987), perceived value (Sweeny and Soutar 2001), and perceived
service quality (Danaher and Rust 1996; Hartline and Jones 1996). One link receiving
considerably less attention in the marketing literature is the link between commitment
and positive WOM communications. Bettencourt (1997) examined this link in the
grocery shopping arena and found a positive relationship between commitment to the
grocery store and a loyalty measure capturing positive WOM. In addition, HarrisonWalker (2001) uncovered the relationship between affective commitment and WOM
communications in the services industry. Based on these two studies, Hypothesis 15 is
the following:
H15: There is a positive relationship between commitment
to the retailer and positive word-of-mouth
communications.
Consumers engaging in positive WOM communications do so at the risk of their own
reputations (Reichheld 2003). Hypothesis 15 posits that consumers will do so if they
have higher levels of commitment to the retailer.
Because consumers have many retailers to choose from, retailers have to work
diligently to design superior offerings which set them apart from competitors. With
many retail alternatives available, consumers are most likely to select a retailer that can
best meet his/her needs. Thus, realizing that a particular consumer has a NRSC and
focusing efforts on satisfying this need could differentiate a retailer from other available
alternatives and lead to the development of a committed and valued relationship.
Hypothesis 16 posits that if a consumer has a NRSC and a retailer is successful in
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meeting this need, the consumer is more likely to become committed to that particular
retailer. Formally stated, Hypothesis 16 is the following:
H16: The relationship between the need for retail shopping
convenience and commitment to the retailer is
moderated by need satisfaction; that is, if the need for
retail shopping convenience is met, the customer will
be more committed to the retailer.
Repurchase Intentions
Repurchase intentions have been studied in the context of both business-tobusiness and business-to-consumer marketing. Jones, Mothersbaugh and Beatty (2003)
define repurchase intentions as it pertains to services as “the likelihood of using a service
provider in the future” (p. 702). For the purpose of this dissertation, a similar definition
of repurchase intentions is offered--one which pertains specifically to the retail arena.
Repurchase intentions is defined here as the likelihood that the consumer will purchase
again from a retailer in the future (Seiders et al. 2005). Previous studies have examined
the relationship between satisfaction and repurchase intentions (Jones and Suh 2000;
Mittal, Ross, and Baldasare 1998; Seiders et al. 2005; Soderlund 2002; Tsiros and Mittal
2000). Findings reveal that satisfaction and repurchase intentions are different constructs
in that satisfaction has cognitive and affective dimensions, while repurchase intentions
have cognitive, affective, and behavioral dimensions (Mittal, Ross, and Baldasare 1998).
The behavioral dimension present is what differentiates repurchase intentions from
satisfactions and what makes it a concept of the utmost importance to retailers.
In the marketing literature, convenience has been linked to the consumer
outcomes of switching behavior (Keaveney 1995), customer retention (Rust, Lemon, and
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Zeithaml 2004), satisfaction (Andaleeb and Basu 1994), and behavioral intentions
(Andaleeb and Basu 1994). Building and integrating valuable convenience offerings is
one common response to concerns about customer retention for online retailers
(Reichheld and Schefter 2000). As such, it is important to more closely examine the
importance of satisfying the NRSC on repurchase intentions for traditional brick-andmortar retailers as well. By making it quick and easy for consumers to shop at their store,
retailers are actually encouraging consumers to come back to the store for future
purchases. In their research, Butcher, Sparks, and O’Callaghan (2002) examined the link
between several variables (i.e., social comfort, employee job enthusiasm, value for
money, and customer convenience) and repurchase intentions. A positive association
between customer convenience and repurchase intentions emerged in all three samples
(i.e., a café sample, a hairdressing sample, and a sample of naturopath clients). Customer
convenience was found to be the strongest predictor of repurchase intentions in the café
sample, which of the three, is most similar to a product retail environment. The findings
from this particular study are indicative of the important role that convenience can play in
influencing repurchase intentions.
Previous studies have examined the overall relationship between three constructs-repurchase intentions, satisfaction, and convenience (Jones, Mothersbaugh and Beatty
2003; Seiders et al. 2005). Seiders et al. (2005) found a positive relationship between
convenience and the number of repurchase visits; however, they found that consumers
only engage in repurchase spending if satisfaction levels are also high. Jones,
Mothersbaugh, and Beatty (2003) examined the relationship between one particular type
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of convenience--locational convenience--and repurchase intentions. While locational
convenience was not found to have a direct effect on repurchase intentions, it did prove to
be important in situations characterized by lower levels of customer satisfaction. In the
context of less personal, more standardized services and in situations characterized by
lower satisfaction levels, perceptions of locational convenience positively impacted
repurchase intentions. This means that locational convenience becomes extremely
important in minimizing customer abandonment when satisfaction levels are lower.
Because locational convenience is an example of only one dimension of retail shopping
convenience, further research is necessary to clarify the relationship between retail
shopping convenience (in its entirety) and repurchase intentions.
Many customers seek convenience when selecting a retail store, and these
consumers also expect retailers to meet their convenience needs (Seiders, Berry, and
Gresham 2000). This dissertation explores the relationship between the NRSC and
repurchase intentions. Specifically it seeks to answer the following question: If a
consumer has a strong NRSC (i.e., the motivation to reduce the time and effort
expenditures associated with shopping is high), will a retailer’s ability to meet that need
lead to stronger repurchase intentions? Hypothesis 17 formally states the posited
relationship.
H17: The relationship between the need for retail shopping
convenience and repurchase intentions is moderated
by need satisfaction; that is, if the need for retail
shopping convenience is met, the customer will have
stronger repurchase intentions.
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Positive Word-of-Mouth Communications
WOM communications are defined as “informal communications directed at other
consumers about the ownership, usage or characteristics of particular goods and services
and/or their sellers” (Westbrook 1987, p. 261). Previous studies suggest that WOM
communications are powerful sources of consumer information (Arndt 1967; Higie,
Feick and Price 1987), exerting a strong influence on consumer judgments, decision
making, and behavior in the marketplace (Dichter 1966; Herr, Kardes, and Kim 1991;
John 1994; Katona and Mueller 1955; Kiel and Layton 1981; Sultan, Farley, and
Lehmann 1990; Udell 1966). Specifically, WOM communications and recommendations
have been found to influence the acceptance of new products introduced into the market
(Arndt 1967) and to promote the establishment of positive firm images while enhancing
consumer service quality expectations and evaluations (Parasuraman, Zeithaml, and
Berry 1985; Zeithaml, Berry, and Parasuraman 1993). As such, it is important to
consider positive WOM communications as a key variable in the retailing arena.
Positive WOM communications are often considered one of the primary benefits
of establishing customer relationships (Christopher, Payne, and Ballantyne 1991;
Reichheld 2003; White and Schneider 2000) and are a very important outcome of
customer loyalty (Dick and Basu 1994). Consumers most likely to engage in positive
WOM communications are those with some degree of loyalty to the store or to a
particular salesperson (Dick and Basu 1994; Reynolds and Arnold 2000) and those
possessing a positive post-purchase attitude (Bitner 1990; Zeithaml, Berry, and
Parasuraman 1996). The real value of gaining a loyal customer lies not in the purchases
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resulting from that individual customer, but in the ability of loyal customers to influence
the purchase decisions of potential customers via WOM communications (Aaker 1991).
Previous studies have examined satisfaction as a possible antecedent to positive
WOM communications; however the relationship between the two remains ambiguous.
Some research finds a direct positive relationship between satisfaction and positive
WOM communications (Blodgett, Granbois, and Walters 1993; Heckman and Guskey
1998; Mittal, Kumar, and Tsiros 1999; Richins 1983; Swan and Oliver 1989) in that those
customers with higher levels of satisfaction are more likely to engage in positive WOM
communications. On the other hand, some research fails to find a direct relationship
between the two variables (Arnett, German, and Hunt 2003; Bettencourt 1997; Reynolds
and Beatty 1999).
For consumers with a strong need for retail shopping convenience, finding a
retailer that can effectively meet the need for convenience is extremely important. In this
dissertation it is posited that if a retailer successfully meets a consumer’s NRSC, the
consumer will respond by engaging in positive WOM communications about the retailer.
The resulting positive WOM communications may be in the form of evaluations and/or
recommendations (Swan and Oliver 1989).
H18: The relationship between the need for retail shopping
convenience and positive word-of-mouth
communications is moderated by need satisfaction;
that is, if the need for retail shopping convenience is
met, the customer will be more likely to exhibit
positive word-of-mouth communications.
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Conclusion
This chapter has brought together literature from the areas of marketing,
sociology, psychology, and economics to provide a valuable framework for studying the
NRSC. Hypotheses designed to test the various antecedents of time pressure (H2), role
overload (H3, H4), temporal orientation (H5), planning orientation (H6), polychronic
orientation (H7), and the willingness to tradeoff (H8) were developed and presented.
This research also examines culture’s moderating effects by studying differences in the
relationships between identified antecedents and the NRSC for Mexican American and
white, non-Hispanic American consumers (H9, H10, H11, H12, H13). In addition, this
chapter includes an examination of the constructs of commitment to the retailer,
repurchase intentions, and positive word-of-mouth communications (H14, H15).
Included within this examination are the possible retailer benefits of meeting a
consumer’s NRSC (H16, H17, H18). Further discussion regarding the operationalization
and testing of these hypotheses is presented in the next chapter.
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CHAPTER III
STUDY METHOD
Chapter III contains information regarding measurement development, survey
design, data collection procedures, and the analysis methods specific to this dissertation.
This study was designed to reach a sufficient, targeted sample of both Mexican-American
consumers and white, non-Hispanic American consumers with the goal of achieving the
four purposes of this dissertation in mind. After addressing the measurement of
constructs central to this dissertation, details of the final data collection are presented.
The remainder of the chapter follows the format set forth by the four purposes established
for this dissertation by first detailing the method used in establishing the NRSC. A
subsequent section details the procedure used in examining the hypothesized antecedents
to this new consumer need. The chapter concludes with an explanation of the multigroup analysis method used in examining the moderating role of both culture and need
satisfaction.
Construct Measurement
This first section of Chapter III contains information pertaining to the
measurement of the constructs appearing in the structural model (Figure 1). First,
different measures of convenience are discussed. This discussion includes the scale
development procedures used in creating items to measure the retail shopping
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convenience dimensions of access, search, possession, and transaction. Next, an
overview of the pre-existing scale items used to measure the antecedents of time pressure,
role overload, planning orientation, and polychronic orientation is provided. This
overview includes information pertaining to the self-constructed, single-item indicator
measuring temporal orientation. Finally, the pre-existing scales used to measure
commitment to the retailer, repurchase intentions, and positive WOM communications
are discussed. All scale items included in this section were thoroughly pretested. The
specifics of this pretest are now presented.
Pretest
A pretest was conducted using both undergraduate and graduate students enrolled
in business classes at a major Southeastern university. Students in each selected class
received an email invitation offering extra credit to reward their participation. This email
invitation also contained a link to an online survey administered using Zoomerang™ (an
online survey platform). Although the sample collected in this pretest was not
representative of the sample used in the final data collection (i.e., it was not an accurate
representation of both Mexican-American consumers and white, non-Hispanic American
consumers), it allowed for the identification of problems regarding item wording and
questionnaire format. Identifying these problems during a pretest allowed for item
refinement before conducting the larger, more extensive data collection.
During this online survey, respondents were asked about their NRSC in three
different shopping situations--at a grocery store, at a shopping mall, and on the Internet.
Respondents were then asked to “remember the last time you made a purchase [at a
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grocery store, at a shopping mall, on the Internet]”. While remembering recent
experiences in each shopping situation, respondents answered questions measuring
commitment to the retailer, repurchase intentions, and positive WOM communications.
In addition, respondents were also asked to provide general information about themselves
by answering questions about time pressure, role overload, timestyle, and their
willingness to tradeoff.
Email invitations were launched to 263 students, and 195 usable surveys were
returned (74% response rate). The respondent group was 51% female and had an average
age of 23.31 (minimum 19, maximum 50). These student responses were used to
improve and clarify question wording and instructions, as well as to assess the
dimensionality, reliability, and validity of each scale. Measurement details obtained from
the pre-test are presented throughout this section.
Measuring Convenience

Measuring Service Convenience
The first attempt at measuring the multidimensional construct of convenience was
accomplished by Seiders et al. (2005) with the construction of a scale measuring service
convenience. Although some of the dimensions of service convenience (i.e., decision,
benefit, and postbenefit) differ from the dimensions of retail shopping convenience, two
of the dimensions (i.e., access and transaction) are the same. Table 5 contains the scale
items designed by Seiders et al. (2005) to measure service convenience along with the
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accompanying construct reliabilities. The reliability for each construct is beyond the 0.70
benchmark set forth by Nunnally and Bernstein (1994).
Table 5
Scale Items Measuring Service Convenience
Dimension

Scale Items

Construct Reliability

Decision

1. I can easily determine prior to shopping whether
SR* will offer what I need.
2. Deciding to shop at SR is quick and easy.
3. I can quickly find information before I shop to
decide if SR has what I’m looking.

0.75

Access

1.
2.
3.
4.

0.82

Transaction

1. I am able to complete my purchase quickly at SR.
2. SR makes it easy for me to conclude my
transaction.
3. It takes little time to pay for my purchase at SR.

0.89

Benefit

1. It is easy to find the products I am looking for at
SR.
2. I can easily get product advice at SR.
3. The merchandise I want at SR can be located
quickly.
4. It is easy to evaluate the merchandise at SR.

0.84

I am able to get to SR quickly and easily.
SR offers convenient parking.
SR offers convenient locations.
SR offers convenient store hours.

1. SR takes care of product exchanges and returns
promptly.
2. Any after-purchase problems I experience are
quickly resolved at SR.
3. It is easy to take care of returns and exchanges at
SR.
*The notation “SR” denotes the particular specialty retailer used in the study.
Source: Seiders et al. (2005)
Postbenefit
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0.80

Measuring Retail Shopping Convenience
In prior research, Ponder and Beauchamp (2006) constructed a scale to measure
retail shopping convenience. The resulting scale items and the reliabilities for each
individual dimension can be found in Table 6. Cronbach’s alpha for this constructed
retail shopping convenience scale (in its entirety) is 0.78--also above the 0.70 benchmark
set forth by Nunnally and Bernstein (1994).
Table 6
Scale Items Measuring Retail Shopping Convenience
Dimension

Scale Items

Construct Reliability

Access
ACCESS1
ACCESS2
ACCESS3
ACCESS4
ACCESS5
ACCESS6

1.
2.
3.
4.
5.
6.

The store was easy to get to.
The store had convenient hours.
Parking was reasonably available.
It was easy to move through the store.
The store wasn’t too crowded.
I was able to get to the store’s location quickly.

0.83

Search
SEARCH1
SEARCH2
SEARCH3
SEARCH4

1.
2.
3.
4.

The store was well-organized.
I could easily find what I was looking for.
The store was neat.
The store was clean.

0.89

Possession
POSSESS1
POSSESS2
POSSESS3

1. I got exactly what I wanted.
2. It took a minimal amount of effort on my part to get
what I wanted.
3. I got what I wanted when I wanted it.

Transaction
TRANS1
TRANS2
TRANS3
TRANS4
TRANS5

0.78

1. The store has a fast checkout.
0.96
2. My purchase was completed easily.
3. I was able to complete my purchase quickly.
4. I didn’t have to wait to pay.
5. It didn’t take a long time to complete the purchase
process.
*All items were measured on a seven-point scale anchored by “Strongly Disagree” and “Strongly Agree”
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Principal components analysis was undertaken to assess the unidimensionality of
each dimension separately. The dimensions of search, possession, and transaction
convenience performed well, each emerging as a single dimension. The items measuring
access convenience emerged as two distinct dimensions--ACCESS1, ACCESS2, and
ACCESS6 comprised one dimension, and ACCESS3, ACCESS4, and ACCESS5
emerged as a different dimension. After examining the wording of individual items, it
appears that two different dimensions are indeed present. The first dimension
(represented by ACCESS1, ACCESS2, and ACCESS6) deals with measuring a
consumer’s initial access to the shopping channel, while the second dimension
(represented by ACCESS3, ACCESS4, and ACCESS5) measures a consumer’s access to
merchandise after arriving at the store’s location. An examination of the definition of
access convenience put forth by Seiders, Berry, and Gresham (2000) reveals that access
convenience is concerned with reaching or engaging a retailer; therefore, the dimension
represented by ACCESS1, ACCESS2, and ACCESS6 is most consistent with this
definition. These three items are also consistent with the access items employed by
Seiders et al. (2005). For this reason, the items put forth by Seiders et al. (2005) and
Ponder and Beauchamp (2006) were used in re-evaluating and improving the measures of
access convenience.
In addition to examining each dimension individually, a principal components
analysis using varimax rotation was performed on the scale in its entirety. The
dimensions of search, possession, and transaction convenience each emerged as
individual factors with coefficient alpha values of 0.89, 0.78, and 0.96 respectively.
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Evidence of discriminant validity was provided in that none of the search, possession, or
transaction items loaded on other components with which they were not supposed to be
associated. Convergent validity was also evidenced with high loadings of each item on
their respective component.
A more stringent confirmatory factor analysis using LISREL 8.30 was performed
to provide addition evidence of both convergent and discriminant validity. The items
measuring search, possession, and transaction were found to possess strong convergent
validity as evidenced by statistically significant lambda-x (λx) parameter estimates
ranging from 0.75 (t=6.88) for SEARCH4 to 0.97 (t=10.90) for TRANS2. The
confirmatory factor analysis performed in LISREL 8.30 did reveal some problems
regarding the discriminant validity of the items. Specifically, problematic modification
indices in the λx matrix indicated that the items SEARCH2, POSSESS1, and POSSESS2
tended to be associated with other convenience dimensions. Additionally, problematic
modification indices in the theta-delta (Θδ) matrix indicated that some error terms (both
within-construct and between-construct) tended to correlate.
After re-examining the wordings for the items capturing possession convenience,
it was concluded that these items likely captured consumers’ satisfaction with possession
convenience. The definition of possession convenience is “the speed and ease with
which consumers can obtain desired products” (Seiders, Berry, and Gresham 2000, p.
85). The problematic items designed to capture this dimension include, “I got exactly
what I wanted,” and “It took a minimal amount of effort on my part to get what I
wanted.” In retrospect, while one item captured the effort associated with obtaining the
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product, these items did not seem to be capturing how quickly consumers obtained and
acquired the desired product. It seems that the items resulting from this first
measurement attempt were actually capturing satisfaction with the entire shopping
process (i.e., if you got what you wanted, the trip was a success) rather than capturing
whether or not obtaining the product was quick and easy. The next attempt to measure
possession convenience (carried out in this dissertation) focused on capturing the time
dimension associated with possession, rather than just focusing on whether the consumer
ultimately got what he/she wanted.
The scale development work accomplished by Seiders et al. (2005) and the initial
study performed by Ponder and Beauchamp (2006) provided a foundation for measuring
retail shopping convenience. The items measuring each dimension were re-examined and
improved to meet the needs of this dissertation. Changes included incorporating the
access items set forth by Seiders et al. (2005) and re-formulating items to capture the time
and effort associated with possession.

Improving the Measurement of Retail Shopping Convenience
To improve the items measuring the various dimensions of retail shopping
convenience and to ensure that the items specifically measured the NRSC, guidelines for
developing superior measures set forth by Churchill (1979) and guidelines for using
borrowed scales (Engelland, Alford, and Taylor 2001) were used. The specific steps
taken to improve these measures included the following:
Step 1. Re-examine the definition of each retail shopping
convenience dimension as set forth by Seiders,
Berry, and Gresham (2000)
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Step 2. Examine the current items proposed by Ponder and
Beauchamp (2006) and the access and possession
convenience items proposed by Seiders et al. (2005)
Step 3. Based on the construct definitions, refine the items
proposed by Ponder and Beauchamp (2006) and
Seiders et al. (2005) to fit the needs of this
dissertation
Step 4. Generate additional items consistent with the
definition for each dimension
Step 5. Use expert judging to ensure that the items exhibit
both content and face validity based on the
definitions provided
Step 6. Revise the items according to the results of expert
judging
Step 7. Collect data (by conducting a pretest)
Step 8. Purify the measures by assessing reliability and
dimensionality
Steps 1 through 6 outlined above resulted in a total of 19 retail shopping
convenience items for in-store shopping (i.e., grocery shopping and mall shopping) and
19 retail shopping convenience items for online shopping. These items along with their
means, standard deviations, item-to-total correlations, reliabilities, and average inter-item
correlations are presented in Tables 7 through 9. All items were measured using a sevenpoint Likert scale anchored by “Strongly Disagree” and “Strongly Agree.”
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Table 7
Scale Items Measuring the NRSC: Grocery Shopping
Dimension

Scale Item

Access
ACCESS1
ACCESS2
ACCESS3
ACCESS4
ACCESS5*

I need a grocery store that…
1. I can get to quickly
2. Is easy to get to
3. Has plenty of parking available
4. Has a convenient location
5. Has convenient store hours
Reliability=0.849
Avg. Inter-Item Correlation=0.653

Search
SEARCH1
SEARCH2
SEARCH3
SEARCH4
SEARCH5*

I need a grocery store that…
1. Is well organized
2. Makes it easy to find what I am looking for
3. Is neat
4. Has signs to help me find what I want
5. Has employees to help me if I need it
Reliability=0.837
Avg. Inter-Item Correlation=0.546

Transaction
TRANS1
TRANS2
TRANS3
TRANS4
TRANS5

I need a grocery store that…
1. Has a fast checkout
2. Lets me complete my purchase easily
3. Doesn’t make me wait to pay
4. Has well-trained checkout clerks
5. Has an adequate number of checkouts
available
6. Has up-to-date checkout equipment
Reliability=0.876
Avg. Inter-Item Correlation=0.569

TRANS6*

Possession
POSSESS1
POSSESS2
POSSESS3

I need a grocery store where…
1. I can get the products I want quickly
2. I can easily achieve my shopping goals
3. I can leave the store with everything I need
Reliability=0.827
Avg. Inter-Item Correlation=0.617

*Item deleted after pretest
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Mean

Std.
Dev.

Item-total
Correlation

5.42
5.53
5.52
5.58
6.05

1.279
1.207
1.310
1.242
0.996

0.798
0.834
0.644
0.882
0.570

6.05
6.15
5.98
6.02
5.79

1.032
0.938
0.992
1.166
1.248

0.689
0.708
0.691
0.632
0.521

6.28
6.22
5.95
6.03

0.919
0.848
1.087
1.048

0.749
0.772
0.665
0.676

6.41
5.84

0.828
1.129

0.745
0.553

5.97
6.02
6.36

0.954
0.984
0.934

0.706
0.726
0.622

Table 8
Scale Items Measuring the NRSC: Mall Shopping
Dimension

Scale Item

Access
ACCESS1
ACCESS2
ACCESS3
ACCESS4
ACCESS5*

I need a shopping mall that…
1. I can get to quickly
2. Is easy to get to
3. Has plenty of parking available
4. Has a convenient location
5. Has convenient store hours
Reliability=0.898
Avg. Inter-Item Correlation=0.657

Search
SEARCH1
SEARCH2
SEARCH3
SEARCH4
SEARCH5*

I need a shopping mall that…
1. Is well organized
2. Makes it easy to find what I am looking for
3. Is neat
4. Has signs to help me find what I want
5. Has employees to help me if I need it
Reliability=0.829
Avg. Inter-Item Correlation=0.517

Transaction
TRANS1
TRANS2

I need a shopping mall with…
1. Stores that have fast checkouts
2. Stores that let me complete my purchase
easily
3. Stores where I don’t have to wait to pay
4. Stores that have well-trained checkout clerks
5. Stores that have an adequate number of
checkouts available
6. Stores that have up-to-date checkout
equipment
Reliability=0.911
Avg. Inter-Item Correlation=0.642

TRANS3
TRANS4
TRANS5
TRANS6*

Mean

Possession
POSSESS1
POSSESS2
POSSESS3

I need a shopping mall where…
1. I can get the products I want quickly
2. I can easily achieve my shopping goals
3. I can leave the mall with everything I need
Reliability=0.800
Avg. Inter-Item Correlation=0.595
*Item deleted after pretest
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Std.
Dev.

Item-total
Correlation

4.81
4.98
5.82
5.28
5.73

1.597
1.486
1.279
1.442
1.292

0.743
0.814
0.664
0.847
0.687

5.67
5.86
6.04
5.73
5.64

1.195
1.084
1.005
1.310
1.307

0.709
0.753
0.631
0.523
0.567

5.59

1.198

0.752

5.87
5.60
5.99

0.965
1.158
1.041

0.770
0.779
0.730

5.82

1.063

0.795

5.64

1.246

0.713

5.51
5.97
6.03

1.253
0.992
1.053

0.576
0.696
0.693

Table 9
Scale Items Measuring the NRSC: Online Shopping
Dimension

Scale Item

Access
ACCESS1
ACCESS2
ACCESS3
ACCESS4
ACCESS5*

I need a website that…
1. I can get to quickly
2. Is easy to get to
3. Is not hard to find
4. Loads quickly
5. Has a memorable name
Reliability=0.853
Avg. Inter-Item Correlation=0.629

Search
SEARCH1
SEARCH2
SEARCH3
SEARCH4
SEARCH5

I need a website that…
1. Is well organized
2. Makes it easy to find what I am looking for
3. Is easy to navigate
4. Provides useful information
5. Makes it easy to get the information I need to
make my purchase decision
6. Will not take a long time to find the items I am
looking for
Reliability=0.942
Avg. Inter-Item Correlation=0.742

SEARCH6

Transaction
TRANS1
TRANS2
TRANS3
TRANS4

Mean

I need an online store that…
1. Has a fast checkout
2. Lets me complete my purchase easily
3. Doesn’t make me wait to pay
4. Doesn’t take a long time to complete the purchase
process
Reliability=0.902
Avg. Inter-Item Correlation=0.719

Possession
POSSESS1
POSSESS2
POSSESS3
POSSESS4

I need an online store that…
1. Delivers my order in a timely fashion
2. Properly notifies me of my order status
3. Lets me get the products I want quickly
4. Lets me get what I want with little delay
Reliability=0.898
Avg. Inter-Item Correlation=0.711
*Item deleted after pretest

Std.
Dev.

Item-total
Correlation

6.03
6.10
6.19
6.40
5.58

1.123
1.057
0.892
0.826
1.347

0.770
0.819
0.786
0.700
0.408

6.32
6.38
6.41
6.29

0.831
0.806
0.803
0.858

0.785
0.875
0.884
0.821

6.34

0.800

0.803

6.30

0.813

0.789

6.08
6.26
6.11

0.958
0.831
1.078

0.739
0.844
0.733

6.25

0.902

0.840

6.61
6.53
6.43
6.43

0.634
0.796
0.733
0.857

0.806
0.789
0.845
0.692

The first step in analyzing the data from the pretest was to examine the descriptive
statistics for each of the scale items. Strong items are those with means that vary, with
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means that are close to the middle of the scale range, and with larger standard deviations
(DeVellis 2003). These characteristics indicate that the scale items are robust enough to
discriminate between respondents who possess lower levels of the latent construct being
measured and those who exhibit higher levels. As evidenced in Tables 7 through 9, the
items measuring the NRSC met these qualifications. Scale means ranged from 4.81
(ACCESS1 for mall shopping) to 6.61 (POSSESS1 for online shopping). Standard
deviations were also satisfactory.
The second step in analyzing the data from the pretest was to perform a full
reliability analysis by examining coefficient alphas, item-to-total correlations, and
average inter-item correlations. Coefficient alphas for each retail shopping convenience
dimension were all above the 0.70 benchmark set for by Nunnally and Bernstein (1994).
Item-to-total correlations were calculated and used as a different type of reliability
measure--one which indicates the extent to which one item in a scale is correlated with
the other items also appearing in that same scale (Netemeyer, Bearden, and Sharma
2003). Items with lower item-to-total correlations are not as strongly associated with the
other items in the scale and are therefore possible candidates for deletion. Items with
lower item-to-total correlations in the grocery shopping situation included the following:
ACCESS3 (0.644), ACCESS5 (0.570), SEARCH5 (0.521), and TRANS6 (0.553). When
the same items were used to measure the NRSC in a shopping mall situation, ACCESS3
(0.664), ACCESS5 (0.687), SEARCH4 (0.523), SEARCH5 (0.567), and POSSESS1
(0.576) emerged with noticeably lower item-to-total correlations. For online shopping,
the items ACCESS5 (0.408) and POSSESS4 (0.692) both had lower item-to-total
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correlations than the other items measuring the same dimension. The third measures of
reliability examined were average inter-item correlations. Clark and Watson (1995)
suggest an average inter-item correlation ranging from 0.40 to 0.50 for constructs with a
more narrow focus. All constructed scales exceeded this suggested level in each of the
three shopping situations.
Based on the full reliability analysis, some of the items appearing in the pretest
were deleted. These included ACCESS5, TRANS6, and SEARCH5. ACCESS5 (“I need
a grocery store/shopping mall that has convenient store hours”) was deleted for both the
grocery shopping and mall shopping situations. Reason for deletion included low itemto-total correlations. Also, similar to the Ponder and Beauchamp (2006) study, it seemed
that this item captured a consumer’s access to the store once he/she was already at the
store’s location. ACCESS5 (“I need a website that has a memorable name”) was also
deleted for the online shopping situation due to a low item-to-total correlation and poor
fit with the construct definition. TRANS6 (“I need a grocery store with up-to-date
checkout equipment) was deleted in the grocery shopping situation for the same two
reasons--a low item-to-total correlation and poor fit with the construct definition. This
same item (TRANS6) was also deleted from the shopping mall section in an effort to
keep the scale items measuring in-store shopping convenience consistent across the two
in-store shopping situations. The decision was made to eliminate SEARCH5 from the
analysis for both the grocery shopping and mall shopping situations due to low item-tototal correlations. Although this item was deleted from the analysis, it remained on the
final survey for use in future research. The deletion of the aforementioned items from the
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analysis changed the reliabilities for each revised scale. These new reliabilities can be
found in Table 10.
Table 10
Scale Reliabilities after Item Deletion
Convenience
Dimension
Access
Search
Transaction
Possession
*No change in reliability

Grocery
Shopping
0.906
0.844
0.881
0.827*

Mall
Shopping
0.889
0.816
0.902
0.800*

Online
Shopping
0.912
0.942*
0.902*
0.898*

While the item ACCESS3 also had a low item-to-total correlation in the grocery
situation, it performed adequately in the context of shopping at a mall. This item was
retained as a similar item about parking performed well in the study conducted by Seiders
et al. (2005). In addition, parking is specifically mentioned in Seiders, Berry, and
Gresham’s (2000) discussion of access convenience. Because of these two reasons,
ACCESS3 remained on the final version of the survey. SEARCH4 and POSSESS1 were
two other items with low item-to-total correlations in the mall shopping situation;
however, these two items performed well in the grocery shopping arena. This influenced
the decision to keep these two items. The remaining problematic item, POSSESS4 for
online shopping, was reworded in hopes of strengthening the item-to-total correlation.
The item was changed from “I need an online store that lets me get what I want with little
delay” to “I need an online store that gives me what I want with little delay.”
The third step in analyzing the data from the pretest involved conducting a
principal components analysis using varimax rotation to assess the unidimensionality of
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each dimension separately. For all four retail shopping convenience dimensions (i.e.,
access, search, possession, and transaction), one strong component clearly emerged from
the data. These results were consistent across the three shopping situations.
In addition to examining each dimension individually, a principal components
analysis using varimax rotation was performed on the scale in its entirety. When
examining the items measuring the NRSC while grocery shopping, four dimensions were
specified during the analysis. For the most part, all of the items measuring each
dimension (with the exception of POSSESS3) emerged as a single factor; however,
significant cross-loadings were present. SEARCH4 was associated with the transaction
convenience items, while TRANS4 and TRANS5 were associated with the search
convenience items. POSSESS3 proved to be a problematic indicator in that it did not
load with the other items measuring possession convenience. It tended to be associated
with both transaction and search convenience instead. The items mentioned above lack
strong evidence of discriminant validity; however, the high factor loadings of each item
on their respective component did provide some evidence of convergent validity.
Together the four components specified explained 75.6% of the total variance.
In the mall shopping situation, four factors with eigenvalues greater than one
emerged. All of the items measuring each dimension (except for SEARCH4) loaded on
their correct components. SEARCH4 loaded with the items measuring possession
convenience. Two significant cross-loadings did occur in this shopping situation.
ACCESS3 not only loaded with the other access items, but it also loaded with the items
measuring search convenience. TRANS5 also had a significant cross-loading in that it
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was associated with the possession convenience items. The items SEARCH4,
ACCESS3, and TRANS5 lacked support for discriminant validity; but again, the high
factor loadings of the other items on their respective components did provide some
evidence of convergent validity. The four-component solution explained 73.7% of the
total variance.
Finally, a principal components analysis using varimax rotation was performed on
the group of items measuring the NRSC while shopping online. Four factors were
specified during the analysis. The items measuring each convenience dimension emerged
as its own factor. This time, six significant cross-loadings occurred. The items
ACCESS4, SEARCH2, SEARCH3, SEARCH6, and TRANS2 all cross-loaded with the
possession convenience items. SEARCH1 also crossloaded with the items measuring
access convenience. The resulting four-component solution explained 80.5% of the total
variance. Of the three shopping situations, online shopping had the least support for
discriminant validity. A more stringent confirmatory factor analysis was conducted after
the full data collection.
Measuring the Antecedents
Existing scales were used to measure the antecedents of time pressure, role
overload, planning orientation, polychronic orientation, and willingness to tradeoff.
Temporal orientation was measured using a one-item, self-constructed scale. Scale items
for each antecedent are now presented. Each scale was utilized as a seven-point, Likerttype scale anchored by “Strongly Disagree” and “Strongly Agree.”
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Measuring Time Pressure
Time pressure is defined as “the perceived constriction of the time available for
an individual to perform a given task” (Iyer 1989, p. 43). A time pressure scale
constructed by Srinivasan and Ratchford (1991) was used. Individual scale items
measuring time pressure appear in Table 11 along with item means, item standard
deviations, item-to-total correlations, reliability, and average inter-item correlation. A
principal components analysis using varimax rotation showed that all three of the items
clearly emerged as a single dimension explaining 81.6% of the total variance.
Table 11
Scale Items Measuring Time Pressure
Item
PRESS1
PRESS2
PRESS3

Description
1. I seem to be busier than most people I
know.
2. Usually there is so much to do that I wish
I had more time.
3. I usually find myself pressed for time.
Reliability=0.887
Avg. Inter-Item Correlation=0.739

Mean
5.08

Std.
Dev.
1.322

Item-total
Correlation
0.683

5.59

1.384

0.801

5.42

1.417

0.865

Measuring Role Overload
Role overload is defined as the conflict that arises when the behavior required by
an individual’s engaged roles exceeds the time and energy available (Reilly 1982). The
thirteen-item role overload scale constructed by Reilly (1982) to examine the link
between working wives and convenience consumption was used. This scale has a
reported reliability of 0.88. In its original form, item 10 stated, “I seem to have more
commitments to overcome than some of the other wives I know.” For the purpose of this
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dissertation, the phrase “than some of the other wives I know” was changed to “than
other people I know.” The individual scale items along with appropriate item and scale
statistics are presented in Table 12.
Table 12
Scale Items Measuring Role Overload
Item
ROLE1
ROLE2
ROLE3
ROLE4
ROLE5
ROLE6
ROLE7
ROLE8
ROLE9
ROLE10
ROLE11

ROLE12
ROLE13

Description
1. I have to do things I don’t really have
the time and energy for.
2. There are too many demands on my
time.
3. I need more hours in the day to do all
the things which are expected of me.
4. I can’t ever seem to get caught up.
5. I don’t ever seem to have any time for
myself.
6. There are times when I cannot meet
everyone’s expectations.
7. Sometimes I feel as if there are not
enough hours in the day.
8. Many times I have to cancel
commitments.
9. I seem to have to overextend myself in
order to be able to finish everything I have
to do.
10. I seem to have more commitments to
overcome than other people I know.
11. I find myself having prepare priority
lists (lists which tell me which things I
should do first) to get done all the things I
have to do. Otherwise I forget because I
have so much to do.
12. I feel I have to do things hastily and
maybe less carefully in order to get
everything done.
13. I just can’t find the energy in me to do
all the things expected of me.
Reliability=0.927
Avg. Inter-Item Correlation=0.509
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Mean
4.83

Std.
Dev.
1.387

Item-total
Correlation
0.625

4.68

1.422

0.802

4.86

1.571

0.795

4.33
4.23

1.635
1.648

0.796
0.742

4.90

1.388

0.621

5.20

1.449

0.739

3.23

1.466

0.454

4.38

1.607

0.771

4.35

1.552

0.720

4.08

1.754

0.461

3.82

1.518

0.670

3.80

1.577

0.622

The items ROLE8 and ROLE11 had item-to-total correlations of 0.454 and 0.461
respectively. These item-to-total correlations were noticeably lower than those for the
other items in the scale. As a result of these two items, the average inter-item correlation
for the role overload scale was only 0.509. Because the pretest was conducted on
students, a decision was made to retain these two items. Perhaps ROLE8 (“Many times I
have to cancel commitments”) was problematic because students lack the power to cancel
most school commitments. The low item-to-total correlation for ROLE11 was probably
the result of unusual item wording, causing confusion for some student respondents. A
principal components analysis using varimax rotation revealed a two-component solution
which explained 63.3% of the total variance. One component contained the items
ROLE8, ROLE12, and ROLE13, while the other component contained the remaining ten
items. Two significant cross-loadings occurred, with ROLE4 and ROLE9 loading on
both components. The removal of ROLE8 and ROLE11 from the analysis did result in a
single component solution; nevertheless, these two items were retained for the final data
collection.

Measuring Temporal Orientation
The search for a scale to adequately measure temporal orientation proved
unsuccessful. In her dissertation, Cotte (1998) measured temporal orientation using
Cottle’s (1976) Experiential Inventory scale. This measure of temporal orientation
requires respondents to list the five most important events in their lives and asks them to
assign a time period to each event (e.g., Is the event in the distant past, near past, present,
near future, or distant future?). Because this measure of temporal orientation was thought
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to be insufficient for the needs of this dissertation, a single-item measuring temporal
orientation was constructed using appropriate scale development procedures (Churchill
1979; DeVellis 1991; Spector 1992). This item is now presented in Figure 2.

Directions: Select the number that best describes the amount of time you spend thinking
about the past, present, and future.
I THINK MORE
ABOUT THE PAST

1

I THINK MORE
ABOUT THE PRESENT

2

3

4

5

I THINK MORE
ABOUT THE FUTURE

6

7

Figure 2
Single-Item Indicator Measuring Temporal Orientation

Measuring Planning Orientation
Planning orientation, a second dimension of timestyle, is described as the extent
to which an individual organizes and plans his/her time. A person’s polychronic
orientation lies somewhere between the two poles of analytic and spontaneous (Cotte,
Ratneshwar, and Mick 2004). A scale constructed by Cotte (1998) for use in her
dissertation research was used to measure this construct. Cotte’s (1998) scale has a
reported reliability of 0.64. Individual scale items as they were used in this dissertation
appear in Table 13 along with item means, item standard deviations, item-to-total
correlations, scale reliability, and average inter-item correlations. The scale (in its
original form) contains one reverse-coded item. This reverse-coded item, and other
reverse-coded items measuring polychronic orientation and willingness to tradeoff, were
re-written to protect the unidimensionality of the scale and to improve internal
consistency reliability (Herche and Engelland 1996). Therefore, item 4 of Cotte’s (1998)
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Planning Orientation scale was changed from “I can do things on the spur of the moment
without a lot of planning” to “I cannot do things on the spur of the moment” (see
PLAN4). The average inter-item correlation of 0.384 computed from the pretest data was
below the 0.40 to 0.50 range suggested by Clark and Watson (1995). A principal
components analysis using varimax rotation resulted in a single-factor component
structure explaining 50.7% of the total variance.
Table 13
Scale Items Measuring Planning Orientation
Item
PLAN1
PLAN2
PLAN3
PLAN4
PLAN5

Description
1. I like to have a definite schedule and stick
to it.
2. I make lists of things to do each day.
3. I would be lost without a watch.
4. I cannot do things on the spur of the
moment.
5. It upsets me when I have to postpone
things I planned
Reliability=0.752
Avg. Inter-Item Correlation=0.384

Mean
4.73

Std.
Dev.
0.693

Item-total
Correlation
0.565

4.02
4.35
2.70

0.695
0.715
0.714

0.553
0.508
0.503

4.68

0.721

0.480

Measuring Polychronic Orientation
Polychronic orientation, another dimension of timestyle, is described as an
individual’s propensity to engage in multiple activities simultaneously. A four-item scale
known as the Polychronic Attitude Index (PAI) and constructed by Kaufman, Lane, and
Linquist (1991) was used. This scale has a reported reliability of 0.68. In its original
form, this scale contains three reverse-coded items (POLY2, POLY3, and POLY4).
These three items were also re-written to protect the unidimensionality of the scale and to
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improve internal consistency reliability (Herche and Engelland 1996). Specific changes
include the following: POLY2 was changed from “When I sit down at my desk, I work
on one project at a time” to “I enjoy working on more than one project at a time;”
POLY3 was changed from “I do not like to juggle several activities at the same time” to
“I like to juggle several activities at the same time;” and POLY4 has been changed from
“People should not try to do many things at once” to “I think people should try to do
many things at once.” The final scale items along with appropriate item and scale
statistics are presented in Table 14. A principal component analysis using varimax
rotation resulted in a single component solution which explained 73.9% of the total
variance.
Table 14
Scale Items Measuring Polychronic Orientation
Item

Description

POLY1

1. I am comfortable doing several things
at the same time.
2. I enjoy working on more than one
project at a time.
3. I like to juggle several activities at the
same time.
4. I think people should try to do many
things at once.

POLY2
POLY3
POLY4

Mean
5.26

Std.
Dev.
1.302

Item-total
Correlation
0.594

4.25

1.605

0.810

4.30

1.539

0.849

4.08

1.558

0.734

Reliability=0.882
Avg. Inter-Item Correlation=0.666

Principal Components Analysis for Timestyle Dimensions
To further assess the items measuring the timestyle dimensions of temporal
orientation, planning orientation, and polychronic orientation, a principal components
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analysis using varimax rotation was undertaken on all of the scale items together. Each
dimension emerged as an individual component with eigenvalues greater than one.
Evidence of discriminant validity was strong in that none of the items loaded on other
components with which they were not theoretically associated with. Convergent validity
was also evidenced in that each item had high factor loadings on its respective
component. The five-component solution explained 66.6% of the total variance.

Measuring Willingness to Tradeoff
Willingness to tradeoff is described as the propensity of a consumer to trade one
type of resource (i.e., money) in order to minimize another type of resource (i.e., time
and/or effort). Willingness to tradeoff was measured using a scale constructed by
Lichtenstein, Ridgway, & Netemeyer (1993). This scale has a reported reliability of 0.85.
Similar to the planning orientation scale and the polychronic orientation scale, this scale
(in its original form) contains one reverse-coded item. Item 2 of Lichtenstein, Ridgway,
and Netemeyer’s (1993) original scale was changed from “I will grocery shop at more
than one store to take advantage of low prices” to “I will not shop at more than one store
to take advantage of low prices” (see TRADE2). The final scale items appear in Table 15
along with item means, item standard deviations, item-to-total correlations, scale
reliability, and average inter-item correlations. Principal components analysis using
varimax rotation resulted in a single-component solution which explained 76.4% of the
total variance.
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Table 15
Scale Items Measuring Willingness to Tradeoff
Item

Description

TRADE1

1. I am not willing to go to extra effort
to find lower prices.
2. I will not grocery shop at more than
one store to take advantage of low
prices.
3. The money saved by finding low
prices is usually not worth the time and
effort.
4. I would never shop at more than one
store to find low prices.
5. The time it takes to find low prices is
usually not worth the effort.

TRADE2
TRADE3
TRADE4
TRADE5

Mean
3.41

Std.
Dev.
1.765

Item-total
Correlation
0.753

3.55

1.720

0.772

3.64

1.764

0.818

3.17

1.639

0.840

3.51

1.681

0.808

Reliability=0.922
Avg. Inter-Item Correlation=0.708

Principal Components Analysis--Antecedents
A principal components analysis using varimax rotation was conducted on all of
the antecedents (i.e., time pressure, role overload, temporal orientation, planning
orientation, polychronic orientation, and willingness to tradeoff). Six distinct
components with eigenvalues greater than one emerged. The resulting solution explained
68.5% of the total variance. The results indicated problems with discriminant validity for
the constructs of time pressure and role overload (which are hypothesized in this
dissertation to be highly related). Items measuring these two constructs loaded together,
with the exception of ROLE8 and ROLE11 which loaded on different components.
ROLE8 loaded on its own component, while ROLE11 loaded with the items measuring
planning orientation. Three cross-loadings emerged--all involving role overload items.
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ROLE9, ROLE12, and ROLE13 all crossloaded on ROLE8’s dimension. Items
measuring all of the other constructs (i.e, temporal orientation, planning orientation,
polychronic orientation, and willingness to tradeoff) loaded on their respective
components. While the results of this principal components analysis signal discriminant
validity problems for time pressure and role overload, the remaining items performed
well enough to be used with confidence in the final data collection.
Measuring the Consequences

Measuring Commitment to the Retailer
The search for scales measuring commitment to the retailer resulted in two
different scales (Bettencourt 1997; Chaudhuri and Ligas 2003). The scale constructed by
Bettencourt (1997) is a three-item, seven-point Likert scale with a reported reliability of
0.79. The scale developed by Chaudhuri and Ligas (2003) is a five-item, seven-point
Likert scale with a reported reliability of 0.85. The items appearing in these two scales
are presented in Table 16.
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Table 16
Pre-Existing Scales Measuring Commitment to the Retailer
Source
Bettencourt (1997)

Scale Items*
1. I am very committed to this retailer.
2. I intend to continue shopping with this retailer over the
next few years.
3. I would expend effort on behalf of this retailer to help it
succeed.

Chaudhuri & Ligas (2003)

1. I will recommend this retailer to others.
2. I am committed to this retailer.
3. I am willing to pay a higher price with this retailer.
4. I will return to shop with this retailer.
5. I intend to shop a lot with this retailer.
*Note that in the above scales the word “store” has been replaced with “retailer”

Several concerns regarding both scales exist. First, the Bettencourt (1997) scale
contains one item (i.e. “I intend to continue shopping at this store over the next few
years”) which may have a stronger association with repurchase intentions instead of
commitment to the retailer. Next, the Chaudhuri and Ligas (2003) scale contains two
items (i.e., “I will return to shop at this store,” and “I intend to shop a lot at this store”)
which raise similar concerns. For this reason, variations of these three items were used to
measure repurchase intentions (a behavioral dimension) rather than commitment to the
retailer (an attitudinal dimension). In addition to these three items, the Chaudhuri and
Ligas (2003) scale contains another item (i.e., “I will recommend this store to others”)
which may have a stronger association with positive WOM communications instead of
commitment to the retailer.
Because many of the items appearing in the two pre-existing scales appeared to
lack discriminant validity, appropriate scale development procedures were used in
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constructing improved scale items (Churchill 1979; DeVellis 1991; Spector 1992). These
newly constructed items appear in Table 17 along with appropriate scale development
statistics. The new items measuring commitment to the retailer were also thoroughly
pretested in the grocery shopping, mall shopping, and online shopping arenas. A principal
components analysis using varimax rotation resulted in a single-component solution in
each of the shopping situations separately.
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Table 17
Scale Items Measuring Commitment to the Retailer

Item

Description

COMMIT1

1. I am committed to
this [grocery store,
shopping mall, online
store].
2. I am happy with this
[grocery store, shopping
mall, online store].
3. I am very loyal to
this [grocery store,
shopping mall, online
store].
4. I would be willing to
help this [grocery store,
shopping mall, online
store] succeed.

COMMIT2
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COMMIT3

COMMIT4

Grocery Shopping
ItemStd.
total
Correl.
Mean
Dev.

Mall Shopping
ItemStd.
total
Correl.
Mean
Dev.

Online Shopping
ItemStd.
total
Dev.
Correl.
Mean

4.48

1.476

0.745

4.12

1.682

0.804

4.38

1.841

0.857

4.42

1.438

0.786

4.27

1.551

0.775

4.57

1.594

0.800

4.08

1.551

0.852

3.84

1.688

0.864

4.23

1.759

0.878

4.97

1.233

0.586

4.76

1.471

0.603

5.40

1.420

0.669

Reliability=0.879
Avg. Inter-Item
Correlation=0.657

Reliability=0.890
Avg. Inter-Item
Correlation=0.687

Reliability=0.910
Avg. Inter-Item
Correlation=0.736

Measuring Repurchase Intentions
The search for a scale measuring repurchase intentions resulted in a six-item,
seven-point, semantic differential scale which has been successfully used by several
researchers (MacKenzie, Lutz, and Belch 1986; Netemeyer and Bearden 1992; Oliver
and Bearden 1985; Stafford 1996; Taylor, Miracle, and Wilson 1997). While this
semantic differential scale has performed well in many studies with reported reliabilities
ranging from 0.84 (Shimp and Sharma 1987) to 0.97 (Homer 1995), the researcher
decided to adapt the scale items appearing in the Bettencourt (1997) and Chaudhuri and
Ligas (2003) commitment scales to ensure that all scale items appearing on the survey
were consistently measured using seven-point, Likert scales. The adapted scale items are
presented in Table 18. Included in Table 18 are the item means, item standard deviations,
item-to-total correlations, reliabilities, and average inter-item correlations for each of the
shopping situations separately. A principal components analysis using varimax rotation
was conducted on the repurchase intentions items for each of the shopping situation. In
each case, a single-component structure emerged.
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Table 18
Scale Items Measuring Repurchase Intentions

Item

Description

REPURCH1

1. I will return to shop
at this [grocery store,
shopping mall, online
store] again.
2. I intend to shop a
lot at this [grocery
store, shopping mall,
online store] in the
future.
3. I intend to continue
shopping at this
[grocery store,
shopping mall, online
store] over the next
few years.

REPURCH2
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Grocery Shopping
ItemStd.
total
Correl.
Mean
Dev.

Mall Shopping
ItemStd.
total
Correl.
Mean
Dev.

Online Shopping
ItemStd.
total
Dev.
Correl.
Mean

5.94

1.046

0.734

5.47

1.281

0.725

5.47

1.442

0.850

5.52

1.448

0.813

4.88

1.626

0.867

5.11

1.577

0.869

5.03

1.760

0.659

4.87

1.659

0.862

5.22

1.560

0.921

Reliability=0.838
Avg. Inter-Item
Correlation=0.695

Reliability=0.902
Avg. Inter-Item
Correlation=0.774

Reliability=0.942
Avg. Inter-Item
Correlation=0.848

Measuring Positive Word-of-Mouth Communications
Scale items measuring positive WOM communications were adapted from
Srinivasan, Anderson, and Ponnavolu (2002). In their study, internal consistency
reliability for the WOM scale was reported to be above the 0.70 guideline set forth by
Nunnally and Bernstein (1994). Table 19 contains the scale items used in this
dissertation to measure positive WOM communications. Appropriate scale development
statistics are also presented in Table 19 for each shopping situation. Scale items were
slightly modified to reflect positive WOM communications (rather than just WOM
communications) in each shopping situation and to eliminate reverse-coded items. Items
were measured using a seven-point Likert format anchored by “Strongly Disagree” and
“Strongly Agree.” One strong component clearly emerged when a principal components
analysis was conducted
.
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Table 19
Scale Items Measuring Positive Word-of-Mouth Communications

Item

Description

WOM1

1. I say positive things
about this [grocery
store, shopping mall,
online store].
2. I recommend this
[grocery store, shopping
mall, online store] to
anyone who asks.
3. I encourage my
friends to [go to this
grocery store, go to this
shopping mall, shop at
this online store].
4. I do not hesitate to
refer people to this
[grocery store, shopping
mall, online store].

WOM2

115

WOM3

WOM4

Grocery Shopping
ItemStd.
total
Correl.
Mean
Dev.

Mall Shopping
ItemStd.
total
Correl.
Mean
Dev.

Online Shopping
ItemStd.
total
Dev.
Correl.
Mean

4.83

1.402

0.847

4.84

1.437

0.882

5.30

1.444

0.894

4.70

1.452

0.918

4.72

1.502

0.942

5.23

1.445

0.915

4.47

1.472

0.885

4.61

1.558

0.923

5.03

1.535

0.927

4.57

1.502

0.897

4.62

1.576

0.923

5.16

1.545

0.938

Reliability=0.954
Avg. Inter-Item
Correlation=0.840

Reliability=0.967
Avg. Inter-Item
Correlation=0.883

Reliability=0.967
Avg. Inter-Item
Correlation=0.884

Principal Components Analysis--Consequences
A principal components analysis containing all three consequences (i.e.,
commitment to the retailer, repurchase intentions, and positive WOM communications)
and using varimax rotation was conducted for each of the shopping situations. A threecomponent solution was specified during analysis. For the grocery shopping situation,
the three-factor solution explained 82.6% of the total variance. Each of the scale items
loaded on the appropriate component; however, one crossloading emerged. COMM4 not
only loaded with the other items measuring commitment to the retailer, but it also loaded
with the items measuring positive WOM communications. Perhaps this is because one
way the consumers are willing to help a store succeed is by engaging in positive WOM
behaviors.
The principal components analysis for mall shopping resulted in very similar
results. The three-component solution specified explained 86.2% of the total variance.
Once again, only one crossloading occurred. COMM4 crossloaded with the items
measuring positive WOM communications. All other items loaded only on their
respective components.
The results of the principal components analysis conducted for the online
shopping situation contained a total of four crossloadings. Similar to the results in the
grocery shopping and mall shopping situations, COMM4 once again crossloaded with the
items measuring positive WOM communications. In addition, COMM2 also crossloaded
with the items measuring positive WOM communications. Perhaps this is because if a
consumer is happy with the store, he/she is more likely to tell others about it. The
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remaining two crossloadings involved items measuring repurchase intentions.
REPURCH1 crossloaded with the items measuring positive WOM communications,
while REPURCH2 crossloaded with the items measuring commitment to the retailer.
This three-component solution explained 88.2% of the total variance.
This first section of Chapter III provided a detailed overview of the measurement
procedures used in measuring the NRSC, the antecedents (i.e., time pressure, role
overload, temporal orientation, planning orientation, polychronic orientation, and the
willingness to tradeoff), and the consequences (i.e., commitment to the retailer,
repurchase intentions, and positive WOM communications). Details from the pretest
were presented throughout. The next section in this chapter details the final data
collection procedures and includes information about the sample.
Data Collection
Data collection for this dissertation was conducted in two phases: 1) an online
pretest (described in a previous section of this chapter) and 2) a larger, online survey.
The latter online survey was conducted with assistance from an outside data collection
company specializing in online and cross-cultural market research (i.e., Zoomerang™).
An online survey was selected as the method of administration due to its low cost
(resulting from the elimination of paper, postage, mailout, and data entry), ease,
timeliness, and efficiency (Dillman 2000).
The sampling goal was to obtain a sample size of at least 600 total respondents
consisting of 200 bi-lingual Mexican-American respondents and 400 white, non-Hispanic
American respondents. The sample was drawn from a list of online panelists maintained
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by Zoomerang Sample. The list was sorted based on the characteristics specified by the
researcher. For the first group, individuals over the age of 18, bi-lingual, and selfidentified as being of Mexican-American descent were requested. For the second group,
ideal respondents were over the age of 18 and self-identified as white, non-Hispanic
Americans. Online panelists registered with Zoomerang™ earn ZoomPoints each time
they complete a survey. Because of the length of this survey, respondents were awarded
100 ZoomPoints for completing the survey. Each respondent has a ZoomRewards
account where ZoomPoints can be deposited and redeemed. ZoomRewards points can be
redeemed by panelists for various types of merchandise including cash prizes, gift
certificates, and sweepstakes entries.
Email invitations containing a link to the online survey were sent to a total of
3996 bi-lingual Mexican Americans and 3500 white, non-Hispanic Americans. The bilingual Mexican-American respondents received an email invitation which directed them
to a Spanish version of the survey, and the white, non-Hispanic American respondents
were directed to the same survey appearing in English. The English version of the survey
instrument is presented in Appendix A, and the Spanish version of the survey instrument
is presented in Appendix B. Zoomerang™ assisted with the survey translation by
outsourcing translation to Betmar Languages--a company that specializes in translating,
editing, and proofreading multilingual projects. The survey was closed after the desired
number of responses was achieved. The final sample consisted of 223 bi-lingual
Mexican Americans and 547 white, non-Hispanic Americans. Demographic information
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pertaining to the two samples is presented in Table 20, along with similar demographic
information for the U.S. population.
Table 20
Demographic Information
Mexican-American
Characteristic
Gender:

Age:
18-24 years
25-34 years
35-44 years
45-54 years
55-64 years
65-74 years
75-84 years
85 years & older

Education:
Less than high school
High school degree
Some college or
Associate’s degree
Bachelor’s degree or
higher
Work Status:
Work full time
(40+ hours per week)
Work part time
(21-39 hours per week)
Work part time
(up to 20 hours per week)
Do not work

Male
29.6%
(n=66)

Female
70.4%
(n=157)

3.8%
4.6%
21.2%
39.2%
38.5%
26.9%
15.4%
20.8%
15.4%
6.9%
3.8%
1.5%
1.9%
0%
0%
0%
Mean=39.40 years
Median=37.5 years

White, nonHispanic
Male
Female
60.0%
40.0%
(n=328) (n=219)
0%
0%
0%
0.5%
2.5%
5.0%
11.5%
18.0%
36.8%
33.2%
40.2%
35.0%
8.7%
8.3%
0.3%
0%
Mean=62.63 years
Median=64.0 years

U.S. Population
Male
48.3%

Female
51.7%

13.2%
18.5%
20.5%
19.7%
13.9%
8.0%
5.0%
1.2%

12.0%
17.4%
19.7%
19.3%
14.0%
8.8%
6.6%
2.2%

Median=36.4 years

0%
16.9%

4.5%
18.6%

1.2%
1.2%

2.3%
18.0%

17.0%
30.0%

15.5%
30.2%

33.8%

40.4%

3.1%

29.5%

27.3%

30.0%

49.2%

36.5%

94.5%

50.2%

25.7%

24.3%

63.1%

47.4%

36.5%

24.9%

13.8%

19.2%

5.5%

7.4%

3.1%
20.0%

4.5%
28.8%

10.1%
47.9%

8.3%
59.4%
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Table 20 continued
Median=$
32,850

Annual Household Income:
Below $10,000
$10,000-$19,999
$20,000-$39,999
$40,000-$59,999
$60,000-$79,999
$80,000-$99,999
$100,000-$124,999
$125,000-$149,999
$150,000-$199,999
$200,000 or more

4.6%
16.9%
27.7%
21.5%
13.8%
9.2%
4.6%
1.5%
0%
0%

5.8%
5.8%
24.7%
24.0%
14.3%
11.7%
6.5%
2.6%
1.9%
2.6%

0.6%
2.1%
14.4%
13.2%
21.8%
17.5%
11.0%
5.2%
5.5%
4.6%

Median=
$22,000

2.8%
8.3%
23.0%
20.7%
11.5%
11.1%
6.0%
2.3%
1.8%
1.4%

It is important to note the differences between the two samples and demographic
characteristics of the U.S. population at large. First, details of the Mexican-American
sample are provided. The gender breakdown of the Mexican-American sample was
29.6% male and 70.4% female. A comparison to the gender allocation for the U.S.
population indicates that the Mexican-American sample represented a greater percentage
of female respondents. The age distribution of the Mexican-American sample closely
followed that of the U.S. population; however, the Mexican-American respondents had a
higher level of education. This may be the result of the method of data collection used.
The majority of the Mexican-American respondents worked full time, with 49.2% of men
in households earning less than $40,000 per year and with 36.3% of women living in
households with incomes less than $40,000 per year. The second sample, consisting of
white, non-Hispanic Americans, was closer to the U.S. population with regards to gender
distribution. This particular sample (with a mean age of 62.63 years and a median age of
64 years) was much older than the U.S. population at large, and the majority of
respondents were not currently in the work force at the time of the survey. One reason
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may be retirement. Similar to the Mexican-American sample, the white, non-Hispanic
American sample also had higher levels of education. Approximately 52.1% of male
white, non-Hispanic respondents live in households earning less than $80,000 annually,
with 54.8% of women living in households with annual incomes of less than $60,000.
The composition of both samples obtained for this dissertation seem satisfactory;
however, the fact that the majority of the white, non-Hispanic American respondents is
more mature and not currently in the workforce may influence their perceptions of time
pressure, role overload, and ultimately convenience.
One limitation of using an online survey was that most of the Mexican-American
respondents selected for inclusion in the sample had higher levels of acculturation. The
number of years that the respondents have lived in the United States ranged from 2 years
to 72 years, with a computed average of 33.2 years for the sample (standard
deviation=14.7). The ratio of length of residence in the U.S. (Valencia 1985) was
computed by dividing the number of years the respondent has lived in the U.S. by the
respondent’s age and weighting that value by 4. This calculated value is one indication
of hispanicness ranging on a scale of 1 to 4. This ratio was then subtracted from 5 to
eliminate reverse coding. The new value is such that lower values indicate lower levels
of hispanicness and indicate more acculturation. The average ratio of length of residence
in the U.S. (after eliminating reverse-coding) was 1.63 (standard deviation=1.09),
indicating a strong level of acculturation for the sample. This limitation of the sample is
directly attributed to the method of data collection in that Mexican Americans with lower
levels of acculturation are likely to belong to lower socioeconomic, psychographic,
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and/or demographic groups currently without access to the Internet. Regardless of this
limitation, the ability to collect data via an online survey allowed the researcher to obtain
the suggested sample size of five to ten respondents for each estimated parameter in SEM
(Hair et al. 1998) in the most cost-effective manner.
The remaining major sections of this chapter contain information regarding the
statistical procedures followed to accomplish the four major purposes of this dissertation.
Each purpose is presented as its own major section.
Examining the Need for Retail Shopping Convenience
As previously stated, the first purpose of this dissertation is to examine the nature
of the NRSC construct. Saving time is one primary motivation for engaging in
convenience behaviors. Because time is considered a situational variable (Belk 1975),
researchers often consider a consumer’s search for convenience to be determined by
his/her shopping situation. This dissertation posits that although convenience behaviors
are often influenced by situational factors, the NRSC endures across shopping situations.
The model used to achieve this first purpose of the dissertation is presented as Figure 3.
Similar to the pretest, information was collected from respondents regarding their
need for each of the retail shopping convenience dimensions (i.e., access, search,
transaction, and possession) in three different shopping situations: grocery shopping,
shopping in a mall, and shopping online. This information was collected using the scale
items constructed to measure the need for each retail shopping convenience dimension
described in this chapter. Respondents were first asked about their convenience needs
while grocery shopping. Additional sections of the survey measured their convenience
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needs while shopping at a mall and while shopping online. Average responses to the
scale items measuring each convenience dimension individually were calculated and used
to accomplish this first purpose. Therefore, ACC1 (as it appears in Figure 3) actually
represents the average response for all of the access items in the grocery shopping
situation. The same follows for the other indicators (i.e., ACC2, ACC3, SRCH1,
SRCH2, SRCH3, POSS1, POSS2, POSS3, TRANS1, TRANS2, and TRANS3).
The multi-trait, multi-situation model presented in Figure 3 was tested using
structural equation modeling (SEM) with LISREL 8.30 to partition out the variance
associated with each indicator into two sources--the specific shopping situation (i.e.,
grocery, mall, or online shopping) and each retail shopping convenience dimension. If
the majority of the variance captured by the indicators is associated with the shopping
situation, then the NRSC varies across shopping situations. If the majority of the
variance captured by the indicators is associated with the individual retail shopping
convenience dimension, then the NRSC endures across shopping situations.
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ACC1
ACC2
Access
ACC3
Situation 1
(grocery)

SRCH1
SRCH2

Search

SRCH3
Situation 2
(mall)

POSS1
POSS2

Possession

POSS3

TRANS1
Situation 3
(online)

TRANS2

Transaction

TRANS3

Figure 3
Retail Shopping Convenience--Situational Phenomenon or Enduring Consumer Need?
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Examining Antecedents to the Need for Retail Shopping Convenience
As outlined in Chapter II, the antecedents thought to influence the NRSC include
time pressure, role overload, temporal orientation, planning orientation, polychronic
orientation, and the willingness to tradeoff. Each of the antecedents was measured using
the scale items presented and discussed in earlier sections of this chapter. SEM
conducted with LISREL 8.30 was used to test Hypothesis 2 through Hypothesis 8 as they
appear in Figure 1 (in Chapter II).
Examining the Moderating Role of Culture
The third purpose of this dissertation is to examine the role that culture plays in
moderating the relationship between the antecedents and the NRSC. This section details
the multi-group analysis method using SEM used in examining this moderating effect.
The purpose of testing for moderator effects using multi-group analysis is to determine
whether relationships between constructs differ depending on the value of the moderating
variable. In this dissertation, the moderator is the categorical variable culture--that is,
whether a respondent is Mexican American or a white, non-Hispanic American.
Respondents were placed into these two different cultural groups based on self-reported
measures. Hypotheses to be tested include Hypothesis 9 through Hypothesis 13.
Multi-Group Analysis
To test Hypothesis 9 through Hypothesis 13, guidelines for conducting a multigroup analysis set forth by Steenkamp and Baumgartner (1998) were followed. Using
these guidelines, a multi-group confirmatory factor analysis was run to test cross-cultural
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measurement invariance. To run a multi-group analysis using SEM, the researcher must
be certain to use the same scale items for each group, to set reference variables (rather
than standardizing phi to set the scale), to use the same item as the reference variable
across groups, and to use a covariance matrix (rather than a correlation matrix) to
represent the data (Steenkamp and Baumgartner 1998). All of these requirements were
met during the analysis.
Different forms of measurement invariance exist. Table 21 includes information
pertaining to three different levels of invariance: configural invariance, metric invariance,
and scalar invariance. Configural invariance and metric invariance were examined to
ensure that the cross-cultural differences displayed in the data were the result of true
differences in the constructs of interest. Because the intent of this research is not to
compare mean scores across groups, scalar invariance was not assessed.
Table 21
Three Levels of Measurement Invariance
Level of Invariance
Configural Invariance

Description
Examines the structure of the
models across groups

Metric Invariance

Examines whether or not
scores from each group can be
meaningfully compared
Examines mean comparisons
across group

Scalar Invariance

Source: Steenkamp and Baumgartner (1998)

126

Considerations
Does the model fit the data
well for both groups?
Are the models the same
structurally across different
groups?
Are λx and λy estimates equal
across different groups?
Are the construct means
equal across different
groups?

Less Restricted Model
Using SEM, one structural model can be analyzed for the two cultural groups
simultaneously. However, to use multi-group analysis in examining moderation, two
different models must be run: a less restricted model and a more restricted model. This
sub-section contains information pertaining to the less restricted model.
When specifying the less restricted model, the parameter estimates associated
with the measurement equation (i.e. lambda-x (λx), lambda-y (λy), theta-delta (θδ), thetaepsilon (θε), and psi (ψ)) were set to be invariant or equal across groups. In this less
restricted model, the researcher allowed LISREL to estimate different values for both the
gamma (γ) and phi (φ) paths. The γ path estimates the relationship between the ksi (ξ) or
independent variable and the eta (η) or dependent variable. Phi is the variance associated
with the ξs or independent variables. Different estimates were calculated for each group
(i.e., Mexican Americans and white, non-Hispanic Americans) individually.
The next step was to assess the model. This assessment included an inspection of
the reliability (via the squared multiple correlations or SMCs), discriminant validity (by
examining the modification indices associated with λx), construct validity (by examining
the modification indices associated with θδ), convergent validity (by examining the
individual parameter estimates for λx), and overall fit statistics associated with this model.
Particular attention was paid to the chi-square value for this less restricted model.

More Restricted Model
After running a less restricted model, a more restricted model was specified and
run using LISREL 8.30. This second, more restricted model differed from the first in that
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the γ paths were specified as invariant for both cultural groups. This means that the
relationship between the independent variable (or ξ) and the dependent variable (or η)
were specified as being the same. This allowed the researcher to examine the difference
between a model where different γ paths were estimated for both the Mexican American
and white, non-Hispanic groups and a model where the relationship were specified to be
the same. In addition to specifying the γ paths to be invariant, the parameter estimates of
λx, λy, θδ, θε, and ψ also remained invariant across groups. Similar steps were taken to
examine the reliability, discriminant validity, construct validity, convergent validity, and
overall fit statistics for this model. Again, particular attention was paid to the chi-square
value for this more restricted model.

Determining if Moderation Exists
The first step in determining if moderation exists was to examine the chi-square
values for both the less restricted and the more restricted models. The chi-square value
computed by LISREL tests the null hypothesis that Σmodel = Σdata; therefore, a
nonsignificant chi-square value is ideal and means that there was no difference between
the covariance matrix implied by the model and the covariance matrix implied by the data
(Kelloway 1998). The second step was to calculate the difference between the chi-square
values for the less restricted and more restricted models. Finally, the absolute value of
the difference between the two chi-square values was compared to the critical values of
the chi-square distribution at one degree of freedom (i.e., Χ0.10 = 2.71 ,
2

Χ

2
0.01

Χ

2
0.05

= 3.84 ,

= 6.63 ). A significant difference between the chi-square values signals that one of
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the models is statistically superior to the other. A superior less restricted model provides
evidence in support of culture as a significant moderator of the relationship between the
antecedent and the NRSC.
Identifying the Consequences of
Satisfying the Need for Retail Shopping Convenience

This section contains an overview of the methodological issues associated with
accomplishing the fourth purpose of this dissertation--to identify the consequences of
satisfying the NRSC. The consequences examined included commitment to the retailer,
repurchase intentions, and positive WOM communications. A multi-group analysis using
LISREL 8.30 was used again to test the appropriate hypotheses.
Examining the Moderating Effect of Need Satisfaction

Respondents were separated into two different groups based on whether or not
their NRSC was met or satisfied. Assignment to a particular need satisfaction group
depended upon the individual’s response to the following “Yes/No” question appearing at
the end of each section: “Was your [trip to the grocery store, trip to the shopping mall,
online shopping experience] convenient?” Respondents who answered “Yes” to this
question were placed in a group with other respondents who felt that their need for
convenience was met. Respondents answering “No” to the question were placed in a
group with others who did not consider this need met or satisfied. A multi-group analysis
using SEM was conducted to determine if need satisfaction moderated the relationship
between the NRSC and the consequences examined in this dissertation. Details regarding
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the multi-group analysis technique to be used can be found in the section of this chapter
entitled “Multi-Group Analysis.”
Conclusion

This chapter contains information regarding the measurement, survey
development, analytic methods, and data collection procedures used in testing
hypotheses. By empirically establishing the NRSC and by examining the antecedents
and consequences of this need, this dissertation can assist retailers in differentiating
themselves from competitors on the basis of a strong convenience strategy. Subsequent
chapters of this dissertation contain the results of hypothesis testing, as well as a
discussion of such results.
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CHAPTER IV
RESULTS
Introduction

This chapter first details the measurement of key constructs resulting from the
final data collection. Information pertaining to the reliability, dimensionality, and
validity of scale items is provided. In addition, the results of hypothesis testing as
described in Chapter III are reported.
Measure Assessment--The Need for Retail Shopping Convenience

This section contains information pertaining to the final assessment of items
constructed to measure a consumer’s NRSC. Measurement details are provided for
grocery shopping, mall shopping, and online shopping separately. In each case,
appropriate scale development procedures were followed (Churchill 1979; DeVellis
2003; Spector 1992). Information pertaining to the reliability, dimensionality, and
validity of measures is provided.
Items Measuring the Need for Retail Shopping Convenience for Grocery Shopping

Items measuring the retail shopping convenience dimensions of access, search,
transaction, and possession in the grocery shopping arena were first examined for
reliability. Table 22 contains information pertaining to three different measures of
reliability--coefficient alpha, average inter-item correlations, and item-to-total
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correlations. For each retail shopping convenience dimension, calculated coefficient
alpha values exceeded the 0.70 benchmark set forth by Nunnally and Bernstein (1994).
In addition, average inter-item correlations were satisfactory, and item-to-total
correlations were strong. It is important to note that the item-to-total correlation of 0.646
for ACCESS3 was much lower than the item-to-total correlations associated with the
other access convenience items.
Table 22
Reliability and Dimensionality: NRSC Grocery Shopping
Avg.
Inter-Item Item-Total
Correlation Correlation

Dimension

Alpha

ACCESS1
ACCESS2
ACCESS3**
ACCESS4

0.906

SEARCH1
SEARCH2
SEARCH3
SEARCH4**

0.913

0.690

0.794
0.791
0.860
0.752

TRANS1
TRANS2
TRANS3
TRANS4**
TRANS5**

0.937

0.754

0.819
0.872
0.825
0.807
0.837

POSSESS1
POSSESS2
POSSESS3

0.900

1
0.727

0.808
0.869
0.646
0.843

0.756

0.795
0.857
0.754

0.50

PCA Results:
Component*
2
3
0.89
0.87
0.60
0.80

4

0.72
0.81
0.77
0.63

0.51
0.45

0.80
0.71
0.77
0.69
0.75

0.45
0.62
0.43
0.67
0.41 0.45
0.59
Variance Extracted=80.1%
*Specified 4 components to be extracted; varimax rotation utilized; n=718
**Item deleted from subsequent analysis
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To ensure unidimensionality, a principal components analysis using varimax
rotation was first conducted on each dimension in isolation. For each dimension, one
strong component emerged, providing evidence of unidimensionality. In addition, a
principal components analysis was also performed on the scale in its entirety. The results
of this principal components analysis can also be found in Table 22. ACCESS3,
SEARCH4, TRANS4, and TRANS5 were deleted to eliminate crossloadings and
strengthen discriminant validity. POSSESS3 was retained because of its low component
loading and to ensure that, at this point in the analysis, the scale had more than two items
measuring possession convenience. The high factor loadings of each item on its
respective component provided evidence of convergent validity.
A more stringent confirmatory factor analysis (CFA) using LISREL 8.30 was
conducted to further assess the validity of the items measuring the NRSC while grocery
shopping. The decision to conduct a CFA to assess measurement before constructing the
structural model is also consistent with Anderson and Gerbing’s (1988) two-step
approach. During the CFA, the error terms for ACCESS1 and ACCESS2 tended to
correlate. This emerged in all three of the shopping situations (i.e., grocery shopping,
mall shopping, and online shopping). This means that these two items had something in
common that ACCESS4 lacked. Because model fit improved for each shopping situation
when ACCESS4 was deleted, it is safe to assume that what these two items had in
common was actually the construct of “access” that the items were designed to measure.
For this reason, ACCESS4 was deleted during the CFA across all three of the shopping
situations. POSSESS1 was eliminated during the CFA because the item tended to be
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associated with ACCESS1. This occurred in both the grocery shopping and mall
shopping situations.
In the final CFA model for grocery shopping, two pairs of error terms were
allowed to correlate. First, the error terms for TRANS1 (“I need a grocery store that has
a fast checkout”) and TRANS3 (“I need a grocery store that doesn’t make me wait to
pay) were allowed to correlate. When looking back at these two items, this association is
understandable. If the store has a fast checkout, then the consumer should not have to
wait to pay; therefore, if you have a need for one, the likelihood of having a need for the
other is high. The second set of error terms allowed to correlate were those of SEARCH3
(“I need a grocery store that makes it easy to find what I am looking for”) and SEARCH2
(“I need a grocery store that has signs to help me find what I want”). Again, allowing
these two error terms to correlate can be rationalized. Signs at grocery stores do make it
easier for consumers to find what they are looking for; therefore, consumers that have a
need for a store that makes the search process easy are also likely to have a need for a
store that has signs to help them find what they want. The results of this final CFA
model are presented in Table 23.
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Table 23
Final CFA Measurement Results: NRSC Grocery Shopping*
Dimension
ACCESS1
ACCESS2
ACCESS4**

λx est.
0.89
1.00

t-value
28.20
------

SMC
0.76
1.00

Avg. Variance Extracted
0.88

SEARCH1
SEARCH2
SEARCH3

1.03
1.01
1.00

31.21
34.58
------

0.78
0.65
0.81

0.75

TRANS1
TRANS2
TRANS3

0.93
1.00
0.92

31.64
-----31.97

0.67
0.92
0.68

0.76

POSSESS1**
POSSESS2
POSSESS3

1.00
0.98

0.76
-----0.82
30.39
0.70
Overall Fit Statistics

χ2=76.66, 27 df, p=0.0000
χ2/df=2.84
RMSEA=0.048
RMR=0.038
GFI=0.98
AGFI=0.96
*n=737
**Item deleted during CFA

The first step in evaluating the measurement model was to examine the squared
multiple correlations (or SMCs) for each of the scale items. SMCs are defined as the
percent of variance in each item that is explained by the construct of interest. All of the
SMCs are above 0.50, indicating that each item performed well in capturing its construct
of interest. SMCs also provide additional support for item reliability. The second step in
evaluating the measurement model was to examine the modification indices associated
with λx for evidence of discriminant validity. For this particular measurement model,
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four problematic modification indices emerged, indicating that ACCESS1, ACCESS2,
TRANS1, and TRANS2 tended to be associated with other convenience dimensions.
None of these changes were incorporated as it does not make sense conceptually to do so.
The absence of any additional problematic modification indices provided some evidence
of discriminant validity. The third step in assessing the measurement model was to
examine the modification indices associated with Θδ for evidence of construct validity.
Only two problems emerged: the error terms for TRANS1 and ACCESS1 tended to
correlate, and the error terms for SEARCH3 and TRANS2 tended to correlate. Because
the changes could not be explained, these between-construct error correlations were not
incorporated into the model. Fourth, the parameter estimates for λx were examined as
indicators of convergent validity. The parameter estimates resulting from this
measurement model provided evidence of convergent validity with strong and significant
t-values. The final step was to examine the overall fit statistics. This measurement
model had strong overall fit statistics: χ2=76.66, 27 df, p=0.0000; RMSEA=0.048;
RMR=0.038; GFI=0.98; AGFI=0.96. The significance of the χ2 statistic may be
attributed to the large sample size (as supported by a strong GFI value). An additional
indicator of model fit is the ratio of χ2 to degrees of freedom which was recommended in
Jöreskog (1969) as a more suitable measure of fit when sample size is large. There is
little certainty regarding what value constitutes an acceptable level for this index as
several conflicting standards have been suggested in the past (Medsker et al. 1994).
Carmines and McIver (1981) suggest that values ranging from two to three indicate good
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model fit, while Kelloway (1998) recommends values ranging from two to five. For this
model, an index of 2.84 was computed.
Items Measuring the Need for Retail Shopping Convenience for Mall Shopping

In addition to examining the items measuring the NRSC while grocery shopping,
the same procedures were followed to assess the items measuring the NRSC for mall
shopping. Table 24 contains information regarding the reliability and dimensionality of
the items. Coefficient alpha values exceeded the 0.70 benchmark set forth by Nunnally
and Bernstein (1994), average inter-item correlations were satisfactory, and item-to-total
correlations were strong for all items except ACCESS3 (consistent with grocery).

137

Table 24
Reliability and Dimensionality: NRSC Mall Shopping

Dimension

Alpha

ACCESS1
ACCESS2
ACCESS3**
ACCESS4

0.911

SEARCH1
SEARCH2
SEARCH3
SEARCH4**

0.940

TRANS1
TRANS2
TRANS3
TRANS4**
TRANS5**

0.952

POSSESS1
POSSESS2
POSSESS3

0.925

Avg.
Inter-Item Item-Total
Correlation Correlation
1
0.737

0.811
0.881
0.667
0.847

0.734

0.859
0.864
0.870
0.785

0.803

0.832
0.903
0.876
0.858
0.865

0.811

0.830
0.895
0.820

0.43

PCA Results:
Component*
2
3
0.86
0.84
0.42
0.53
0.75

0.72
0.80
0.70
0.68

0.42

0.49
0.41

0.73
0.74
0.78
0.69
0.72

4

0.40
0.43

0.69
0.69
0.71
Variance Extracted=83.1%
*Specified 4 components to be extracted; varimax rotation utilized; n=711
**Item deleted from subsequent analysis

A principal components analysis using varimax rotation was conducted on each
dimension in isolation with a single component solution emerging for each. The results
of the principal components analysis conducted on the entire scale revealed several
crossloadings. ACCESS3, SEARCH4, TRANS4, and TRANS5 were deleted to eliminate
crossloadings. POSSESS1 and POSSESS2 were retained to keep the items consistent
across the grocery and mall shopping situations. Evidence of convergent validity is
provided by the high loadings of each item on their respective components.
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A more stringent CFA using LISREL 8.30 was conducted to further assess the
validity of the items measuring the NRSC while shopping at a mall. In the final CFA
model, only one pair of error terms was allowed to correlate. The error terms associated
with SEARCH1 (“I need a shopping mall that is well organized”) and SEARCH3 (“I
need a shopping mall that makes it easy to find what I am looking for”) were allowed to
correlate. After reflecting upon these two items, this correlation is justifiable. A
shopping mall that is well organized often makes it easy for consumers to find what they
are searching for; therefore, consumers having a need for one, may naturally develop a
need for the other. The error terms associated with these two items were the only
allowed to correlate. The results of the final CFA measurement model are presented in
Table 25.
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Table 25
Final CFA Measurement Results: NRSC Mall Shopping*
Dimension
ACCESS1
ACCESS2
ACCESS4**

λx est.
0.97
1.00

t-value
32.57
------

SMC
0.77
0.95

Avg. Variance Extracted
0.86

SEARCH1
SEARCH2
SEARCH3

1.03
0.95
1.00

37.56
36.68
------

0.85
0.76
0.93

0.85

TRANS1
TRANS2
TRANS3

1.02
1.00
0.95

39.82
-----40.31

0.78
0.89
0.79

0.82

POSSESS1**
POSSESS2
POSSESS3

1.00
1.03

0.83
-----0.87
36.58
0.79
Overall Fit Statistics

χ2=50.17, 28 df, p=0.0062
χ2/df=1.79
RMSEA=0.033
RMR=0.019
GFI=0.99
AGFI=0.97
*n=735
**Item deleted during CFA

The SMCs for each of the items were all above 0.50, providing strong evidence of
reliability. This provides further support for the information in Table 23. When
examining the modification indices associated with λx, two problems were identified.
SEARCH1 tended to be associated with access, while TRANS1 tended to be associated
with possession. Neither of these changes was incorporated into the model as it did not
make sense conceptually to do so. The absence of additional problematic modification
indices provided evidence of discriminant validity. Next, the modification indices
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associated with Θδ were examined for signs of construct validity. Only two problems
emerged: the error terms for TRANS1 and ACCESS1 tended to correlate (similar to
grocery shopping), and the error terms for SEARCH1 and POSSESS2 tended to correlate.
Because these changes could not be explained, these changes were not included in the
model. The parameter estimates for λx provided strong evidence of convergent validity
with strong and significant t-values. The model had strong overall fit statistics: χ2=50.17,
28 df, p=0.0062; RMSEA=0.033; RMR=0.019; GFI=0.99; AGFI=0.97. Although the
χ2statistic was significant, the ratio of χ2 to degrees of freedom was 1.79.
Items Measuring the Need for Retail Shopping Convenience for Online Shopping

The final set of convenience scale items examined deals with the NRSC while
shopping online. Table 26 contains information regarding the reliability and
dimensionality of this final set of convenience items. Coefficient alpha values exceeded
the 0.70 benchmark set forth by Nunnally and Bernstein (1994), average inter-item
correlations were satisfactory, and item-to-total correlations were strong for all of the
scale items.
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Table 26
Reliability and Dimensionality: NRSC Online Shopping

Dimension

Alpha

ACCESS1
ACCESS2
ACCESS3
ACCESS4**

0.949

SEARCH1
SEARCH2
SEARCH3
SEARCH4
SEARCH5
SEARCH6

0.973

TRANS1
TRANS2
TRANS3
TRANS4**

0.947

POSSESS1
POSSESS2**
POSSESS3
POSSESS4

0.941

Avg.
Inter-Item Item-Total
Correlation Correlation
1
0.832

0.886
0.915
0.900
0.813

0.45

0.861

0.907
0.941
0.928
0.900
0.903
0.883

0.78
0.78
0.78
0.79
0.79
0.71

0.823

0.847
0.894
0.867
0.891

0.805

0.42

PCA Results:
Component*
2
3
0.80
0.79
0.75
0.64

4

0.76
0.70
0.77
0.70

0.858
0.824
0.887
0.870

0.79
0.41
0.73
0.72
0.41
0.67
Variance Extracted=87.5%
*Specified 4 components to be extracted; varimax rotation utilized; n=575
**Item deleted from subsequent analysis

A principal components analysis using varimax rotation revealed a singlecomponent solution for each of the convenience dimensions individually. The results of
the principal components analysis conducted on the entire scale revealed four
crossloadings. As a result of these crossloadings, ACCESS4, TRANS4, and POSSESS2
were eliminated from subsequent analysis. POSSESS4 was retained because of its high
item-to-total correlation and to ensure that, at this point in the analysis, possession
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convenience was measured by at least three scale items. Evidence of convergent validity
was provided by the high loadings of each item on its respective component.
A more stringent CFA using LISREL 8.30 was conducted to assess the validity of
the items measuring the NRSC while shopping online. In the final CFA model, only one
pair of error terms was allowed to correlate. The error terms associated with SEARCH4
(“I need a website that provides useful information”) and SEARCH5 (“I need a website
that makes it easy to get the information I need to make my purchase decision”) were
allowed to correlate. After reflecting upon these two items, the items have enough in
common to justify the correlation. Both of the items deal with information. One item
deals with the quality of the information (i.e, that the information is useful), while the
other item deals with how easy it is to get the information. This was the only correlation
of error terms allowed. The results of the final CFA measurement model are presented in
Table 27.
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Table 27
Final CFA Measurement Results: NRSC Online Shopping*
Dimension
ACCESS1
ACCESS2
ACCESS3**

λx est.
1.01
1.00

t-value
40.69
------

SMC
0.86
0.93

Avg. Variance Extracted
0.90

SEARCH1
SEARCH2
SEARCH3
SEARCH4
SEARCH5

0.97
1.00
0.99
0.93
0.90

53.35
-----59.66
40.21
41.53

0.88
0.94
0.91
0.78
0.79

0.86

TRANS1
TRANS2
TRANS3

1.00
1.00
1.01

34.31
-----35.19

0.76
0.89
0.77

0.81

POSSESS1
POSSESS3
POSSESS4

0.93
1.00
1.00

32.32
0.72
-----0.89
44.21
0.89
Overall Fit Statistics

0.83

χ2=150.16, 58 df, p=0.0000
χ2/df=2.59
RMSEA=0.053
RMR=0.019
GFI=0.96
AGFI=0.94
*n=588
**Item deleted during CFA

The SMCs were well above 0.50 for all of the scale items, providing additional
evidence of reliability. When examining the modification indices associated with λx, four
problematic indices were identified--SEARCH1 tended to be associated with possession,
TRANS1 and TRANS2 both tended to be associated with search, and POSSESS3 tended
to be associated with transaction. None of the aforementioned scale items were allowed
to load on constructs with which they were not supposed to be associated. All of the
144

remaining items were able to discriminate between constructs. The parameter estimates
for λx provided strong evidence of convergent validity with strong and significant tvalues. The modification indices associated with Θδ were then examined for evidence of
construct validity. Fifteen problematic indicators were identified, indicating that some
error terms (both within-construct and between-construct) tended to correlate. These
changes were not incorporated into the model as it did not make sense to do so. These
problematic modification indices explain why the fit statistics for this model are not quite
as strong as those for the grocery shopping and mall shopping situations: χ2=150.16, 58
df, p=0.0000; RMSEA=0.053; RMR=0.019; GFI=0.96; AGFI=0.94. The ratio of χ2 to
degrees of freedom was 2.59. This value was below the rigorous suggested value of 3.00
(Carmines and McIver 1981). Although this model does not fit quite as well as those for
grocery shopping and mall shopping, the overall fit statistics still indicate that the model
fits the data well.
Measure Assessment--Antecedents

This section contains information pertaining to the final assessment of items
measuring the antecedents of time pressure, role overload, temporal orientation, planning
orientation, polychronic orientation, and the willingness to tradeoff. Appropriate scale
development procedures were followed (Churchill 1979; DeVellis 2003; Spector 1992).
Details include information pertaining to the reliability, dimensionality, and validity of
the items.
The first step in examining the antecedent scale items was to conduct a reliability
analysis. The results of this analysis, along with the results of the final principal
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components analysis are presented in Table 28. Each scale had coefficient alpha values
greater than the 0.70 value suggested by Nunnally and Bernstein (1994). Average interitem correlations and item-to-total correlations were strong for all of the antecedents
except planning orientation (average inter-item correlation=0.352). This value was below
the 0.40 to 0.50 range recommended by Clark and Watson (1995). In addition, the
planning orientation items had lower item-to-total correlations ranging from 0.419 to
0.522. Together the results of the reliability analysis indicate that the items used may not
be consistent measures of planning orientation.
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Table 28
Reliability and Dimensionality: Antecedents
Avg.
Inter-Item Item-Total
Dimension Alpha Correlation Correlation
PRESS1
PRESS2
PRESS3

0.907

0.772

0.755
0.745
0.849

1
0.47
0.57
0.66

ROLE1
ROLE2
ROLE3
ROLE4
ROLE5
ROLE6
ROLE7
ROLE8
ROLE9
ROLE10
ROLE11
ROLE12
ROLE13

0.953

0.618

0.692
0.817
0.833
0.809
0.829
0.692
0.794
0.656
0.848
0.783
0.675
0.740
0.726

0.72
0.80
0.82
0.81
0.82
0.73
0.80
0.63
0.82
0.75
0.63
0.75
0.79

TEMP

N/A

N/A

N/A

PLAN1
PLAN2
PLAN3
PLAN4
PLAN5

0.721

0.352

0.522
0.471
0.419
0.499
0.519

POLY1
POLY2
POLY3
POLY4

0.894

0.689

0.716
0.793
0.866
0.701

TRADE1
TRADE2
TRADE3
TRADE4
TRADE5

0.913

0.686

0.716
0.738
0.776
0.822
0.846

PCA Results:
Component*
2
3
4

5
0.62
0.67
0.60

0.68
0.67
0.64
0.62
0.64
0.84
0.88
0.90
0.80

0.78
0.84
0.85
0.88
0.90
Variance Extracted=67.8%
*Components with eigenvalues greater than 1 extracted; varimax rotation utilized; n=667
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After conducting a reliability analysis, the next step was to examine each set items
for unidimensionality. First, a principal components analysis using varimax rotation was
performed for each antecedent in isolation (with the exception of the single-item indicator
measuring temporal orientation). In each case, one strong component emerged, providing
evidence of unidimensionality. In addition, a principal components analysis was
conducted on the group of antecedents as a whole. The results of this final principal
components analysis indicate that each set of items loaded together on its respective
component. Evidence of convergent validity is provided by the high loadings of each
individual item on its appropriate component. However, the results of this principal
components analysis revealed significant crossloadings for all of the items measuring
time pressure. These items not only loaded together on their respective time pressure
component, but they also crossloaded with the items measuring role overload.
Ultimately, the items measuring time pressure had difficulty discriminating between the
constructs of time pressure and role overload. To establish evidence of discriminant
validity at the construct level, a more stringent CFA using LISREL 8.30 was conducted
using only the time pressure and role overload items. For this CFA, the φ path between
time pressure and role overload was set to one (1.00). This means that the constructs of
time pressure and role overload were treated as the same construct. The results of this
CFA revealed a poor model fit: χ2=1338.05, 104 df, p=0.000; RMSEA=0.15; RMR=0.55;
GFI=0.77; AGFI=0.70. The ratio of χ2 to degrees of freedom was 12.87, well above the
rigorous range of two to three suggested by Carmines and McIver (1981) and the widely
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accepted range of two through five proposed by Kelloway (1998). The poor fit of this
particular model provides support for discriminant validity of the constructs.
A second CFA using LISREL 8.30 was conducted on all of the antecedents
together to further examine validity. To reduce the number of parameters estimated by
the software, an average of the role overload scale items was computed and utilized in the
model. By reducing the degrees of freedom, this change improved model fit. The
planning orientation scale items still proved problematic with SMCs ranging from 0.21 to
0.44. By eliminating PLAN1, PLAN2, and PLAN3, model fit and the reliability of the
remaining planning orientation items improved. PLAN1, PLAN2, and PLAN3 were not
consistent in capturing the construct of planning orientation as evidenced by their SMCs
of 0.35, 0.31, and 0.21, respectively. Previous CFA models revealed discriminant
validity problems for TRADE5, in that TRADE5 tended to be associated with two of the
other items measuring willingness to tradeoff. The elimination of TRADE5 from the
analysis strengthened the model and improved model fit.
In the final CFA model, two within-construct error term correlations were
allowed. First, the error terms associated with POLY1 (“I am comfortable doing several
things at the same time”) and POLY2 (“I enjoy working on more than one project at a
time”) were allowed to correlate. This within-construct error correlation is justifiable in
that people who are comfortable with multi-tasking are more likely to enjoy engaging in
polychronic behaviors. In most cases, feelings of comfort regarding the behavior often
lead to enjoyment. The second set of error terms allowed to correlate are those of
TRADE3 (“The money saved by finding low prices is usually not worth the time and
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effort”) and TRADE4 (“I would never shop at more than one store to find low prices”).
In this case, a consumer who does not consider cost savings worth the time effort is not
likely to shop around at multiple stores in search of low prices. The results of the final
measurement model for the antecedents are presented in Table 29.
Table 29
Final CFA Measurement Results: Antecedents*
Dimension
PRESS1
PRESS2
PRESS3

λx est.
0.76
0.93
1.00

t-value
28.74
39.23
------

SMC
0.61
0.80
0.90

Avg. Variance Extracted
0.77

ROLEAVG

1.00

------

0.95

------

TEMP

1.00

------

0.85

------

PLAN1**
PLAN2**
PLAN3**
PLAN4
PLAN5

0.50
1.42
1.00

10.84
------

0.62
0.37

POLY1
POLY2
POLY3
POLY4

0.67
0.78
1.00
0.80

24.17
28.49
-----26.38

0.53
0.65
0.95
0.58

0.68

TRADE1
TRADE2
TRADE3
TRADE4
TRADE5**

0.97
1.07
0.98
1.00

21.84
23.03
24.02
------

0.60
0.68
0.56
0.69

0.63

Overall Fit Statistics
χ2=269.66, 75 df, p=0.000
χ2/df=3.60
RMSEA=0.060
RMR=0.10
GFI=0.95
AGFI=0.93
*n=728
**Item deleted during CFA
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SMCs were above 0.50 for every scale item except PLAN5; however, the average
variance extracted (AVE) by the two remaining items measuring planning orientation
was 0.50. This meets the suggested level of 0.50 (Fornell and Larcker 1981). This AVE
value indicated that the two items together captured 50% of the variance. When
examining the modification indices associated with λx, 25 problems were identified. This
means that several items tended to load on constructs with which they were not
theoretically associated. An examination of the modification indices associated with Θδ
revealed 17 problems, indicating that several error terms (both within-construct and
between-construct) tended to correlate. None of these changes were incorporated into the
model as it did not make sense theoretically to do so. Evidence of convergent validity
was provided by the strong and significant t-values associated with the λx parameter
estimates. Regardless of the discriminant validity and construct validity problems
identified, the measurement model had an acceptable fit: χ2=269.66, 75 df, p=0.000;
RMSEA=0.060; RMR=0.10; GFI=0.95; AGFI=0.93. The ratio of χ2 to degrees of
freedom was 3.60.
Measure Assessment--Consequences

This section contains information pertaining to the final assessment of items used
to measure the consequences of commitment to the retailer, repurchase intentions, and
positive WOM communications. Measurement details are provided for grocery
shopping, mall shopping, and online shopping separately. In each case, appropriate scale
development procedures were followed (Churchill 1979; DeVellis 2003; Spector 1992).
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Items Measuring Consequences--Grocery Shopping

The first set of items includes measures of the consequences of commitment to
the retailer, repurchase intentions, and positive WOM communications in the grocery
shopping arena. Table 30 contains information regarding the reliability and
dimensionality of this first set of measures. All coefficient alpha values exceeded the
0.70 benchmark set forth by Nunnally and Bernstein (1994), average inter-item
correlations were satisfactory, and item-to-total correlations were strong for all of the
scale items.
Table 30
Reliability and Dimensionality: Consequences Grocery Shopping

Dimension

Alpha

Avg.
Inter-Item
Correlation

COMMIT1
COMMIT2**
COMMIT3
COMMIT4

0.880

0.659

0.678
0.707
0.834
0.746

PCA Results:
Component*
1
2
3
0.87
0.50
0.54
0.42
0.76
0.49
0.62

REPURCH1
REPURCH2
REPURCH3

0.920

0.797

0.830
0.840
0.852

0.89
0.82
0.85

WOM1
WOM2
WOM3
WOM4

0.946

0.821

0.842
0.910
0.858
0.883

Item-Total
Correlation

0.78
0.84
0.87
0.86
Variance Extracted=83.2%
*Specified 3 components to be extracted; varimax rotation utilized; n=725
**Item deleted from subsequent analysis
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A principal components analysis using varimax rotation was conducted on each of
the consequences in isolation. In each case, a single-component solution emerged
providing evidence of unidimensionality. The results of the principal components
analysis conducted on all three of the consequences simultaneously revealed two
crossloadings. COMMIT2 (“I am happy with this grocery store”) was deleted. Of the
two items with crossloadings, COMMIT2 had the lower item-to-total correlation.
COMMIT4 (“I would be willing to help this grocery store succeed”) was not eliminated
from further analysis because its crossloading with the items measuring positive WOM
communications was justifiable. Perhaps the way the consumer is willing to help the
grocery store succeed is by participating in positive WOM communications. Keeping
COMMIT4 for further analysis also ensures (at this point in the analysis) at least three
items for measuring commitment to the retailer. Evidence of convergent validity is
provided by the high loadings of each item on its respective component.
A more stringent CFA using LISREL 8.30 allowed for an examination of the
validity of the items. During the course of the CFA, two items were eliminated. For all
three shopping situations, WOM1 and WOM2 tended to correlate, and WOM3 and
WOM4 tended to correlate. By eliminating WOM1 from each analysis, model fit
improved; therefore, this item was eliminated during the CFA across all three shopping
situations. The second item eliminated was COMMIT4. Not only did COMMIT4 tend to
crossload with the items measuring positive WOM communication during the principal
components analysis, but it also proved problematic in the CFA. Across all three
shopping situations, COMMIT1 and COMMIT3 tended to correlate. This means that
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these two items had something in common that COMMIT4 lacked. Because model fit
improved for each shopping situation when COMMIT4 was deleted, it is safe to assume
that what these two items had in common was actually the construct of “commitment to
the retailer” that the items were designed to measure. For this reason, COMMIT4 was
deleted during the CFA across all three of the shopping situations.
In the final CFA model, two pairs of error terms were allowed to correlate. First,
the error terms for WOM3 (“I encourage my friends to go to this grocery store”) and
WOM4 (“I do not hesitate to refer people to this grocery store”) were allowed to
correlate. Because these two items had a lot in common (i.e., encouraging friends versus
not hesitating to refer people), this correlation was understandable. The second set of
error terms allowed to correlate were those of REPURCH2 (“I intend to shop a lot at this
grocery store in the future”) and REPURCH3 (“I intend to continue shopping at this
grocery store over the next few years”). These two items are also similar in that they
both start with the phrase “I intend to….” In addition, one item talks about intention to
behave in the future, while the other talks about intention to behave over the next few
years. Because the items were so similar, error terms were allowed to correlate. The
results of the final CFA measurement model are presented in Table 31.
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Table 31
Final CFA Measurement Results: Consequences Grocery Shopping*
Dimension
COMMIT1
COMMIT3
COMMIT4**

λx est.
0.84
1.00

t-value
21.32
------

SMC
0.55
0.90

Avg. Variance Extracted
0.73

REPURCH1
REPURCH2
REPURCH3

0.79
1.04
1.00

26.41
35.50
------

0.69
0.90
0.93

0.84

WOM1**
WOM2
WOM3
WOM4

1.00
0.97
0.97

-----0.94
31.91
0.72
33.66
0.76
Overall Fit Statistics

0.81

χ2=54.97, 15 df, p=0.0000
χ2/df=3.66
RMSEA=0.060
RMR=0.038
GFI=0.98
AGFI=0.96
*n=736
**Item deleted during CFA

The SMCs for all of the items are above 0.50, indicating that each item performed
well in capturing its construct of interest. Modification indices associated with λx and Θδ
revealed some discriminant validity problems. Specifically, there were four problems in
the λx matrix, indicating that WOM2, WOM3, and WOM4 tended to be associated with
other constructs. Additionally, there were three problematice modification indices
associated with Θδ, indicating that some error terms (all between-construct) tended to
correlate. These changes were not included in the model as it does not make sense
conceptually to do so. The parameter estimates for λx provided strong evidence of
convergent validity with strong estimates and significant t-values. The overall fit
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statistics showed that the CFA model fit the data well: χ2=54.97, 15 df, p=0.0000;
RMSEA=0.060; RMR=0.038; GFI=0.98; AGFI=0.96. The ratio of χ2 to degrees of
freedom was 3.66, well within the range suggested by Kelloway (1998).
Items Measuring Consequences--Mall Shopping

The second set of items involves measuring commitment to the retailer,
repurchase intentions, and positive WOM communications in the shopping mall arena.
Table 32 contains information regarding the reliability and dimensionality of this set of
convenience items. Reliability was strong as indicated by the superior coefficient alpha
values, average inter-item correlations, and item-to-total correlations.
Table 32
Reliability and Dimensionality: Consequences Mall Shopping

Dimension

Alpha

Avg.
Inter-Item
Correlation

COMMIT1
COMMIT2**
COMMIT3
COMMIT4

0.916

0.737

0.795
0.783
0.881
0.778

PCA Results:
Component*
1
2
3
0.84
0.48
0.53
0.51
0.40
0.79
0.47
0.63

REPURCH1
REPURCH2
REPURCH3

0.931

0.824

0.854
0.845
0.886

0.86
0.76
0.83

WOM1
WOM2
WOM3
WOM4

0.968

0.885

0.910
0.939
0.930
0.900

Item-Total
Correlation

0.82
0.84
0.85
0.84
Variance
Extracted=86.9%

*Specified 3 components to be extracted; varimax rotation utilized; n=727
**Item deleted from subsequent analysis
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To assess the dimensionality of each of the constructs, a principal components
analysis using varimax rotation was conducted on each construct in isolation. For each
construct, a single-component solution emerged. The results of the principal components
analysis conducted on all of the consequences also appear in Table 32. Four
crossloadings occurred, all involving items measuring commitment to the retailer.
COMMIT2 was deleted for reasons mentioned previously. COMMIT3 and COMMIT4
were retained as it makes sense that positive WOM communications may be the result of
consumer loyalty and a willingness to help the mall succeed. Each item had high
loadings on its respective component, providing evidence of convergent validity.
A more stringent CFA was conducted using LISREL 8.30 to further assess
convergent and discriminant validity. Two error terms were allowed to correlate in this
measurement model. First, similar to the measurement model in the grocery arena, the
error terms for WOM3 (“I encourage my friends to go to this shopping mall”) and
WOM4 (“I do not hesitate to refer people to this shopping mall”) were allowed to
correlate. This decision was driven by the similarity of the items. Second, the error
terms for REPURCH1 (“I will return to shop at this shopping mall in the future”) and
REURCH3 (“I intend to continue shopping at this shopping mall over the next few
years”) were allowed to correlate. The wording of these items was also very similar. The
results of the final CFA model for mall shopping are presented in Table 33.
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Table 33
Final CFA Measurement Results: Consequences Mall Shopping*
Dimension
COMMIT1
COMMIT3
COMMIT4**

λx est.
0.91
1.00

t-value
32.16
------

SMC
0.74
0.90

Avg. Variance Extracted
0.82

REPURCH1
REPURCH2
REPURCH3

0.87
1.10
1.00

39.32
34.20
------

0.72
0.85
0.80

0.79

WOM1**
WOM2
WOM3
WOM4

1.00
1.00
0.95

-----0.92
48.96
0.89
42.02
0.82
Overall Fit Statistics

0.88

χ2=64.36, 15 df, p=0.0000
χ2/df=4.29
RMSEA=0.066
RMR=0.032
GFI=0.98
AGFI=0.95
*n=737
**Item deleted during CFA

SMCs for these items were also well above 0.50, providing support for reliability
and indicating that the items performed well in capturing the appropriate construct. The
modification indices associated with λx and Θδ signaled problems with discriminant
validity and construct validity. Specifically, the five problematic modification indices
associated with λx indicated that COMMIT1, COMMIT3, and WOM3 tended to be
associated with other constructs. In addition, the seven problematic modification indices
associated with Θδ indicated that some error terms (between-construct) tended to
correlate. Again, these changes were not included in the model as they could not be
justified conceptually. Strong and significant λx parameter estimates provided evidence
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of convergent validity. Fit statistics for this measurement model are the following:
χ2=64.36, 15 df, p=0.0000; RMSEA=0.066; RMR=0.032; GFI=0.98; AGFI=0.95. The
ratio of χ2 to degrees of freedom was 4.29.
Items Measuring Consequences--Online Shopping

The final set of items measuring consequences were used in the context of online
shopping. Table 34 contains information regarding the reliability and dimensionality of
this final set of items. Scale reliabilities were strong as evidenced by the high coefficient
alpha values, superior item-to-total correlations, and strong average inter-item
correlations.
Table 34
Reliability & Dimensionality: Consequences Online Shopping

Dimension

Alpha

Avg.
Inter-Item
Correlation

COMMIT1
COMMIT2**
COMMIT3
COMMIT4

0.911

0.730

0.787
0.723
0.883
0.815

PCA Results:
Component*
1
2
3
0.86
0.44
0.72
0.45
0.75
0.47
0.47
0.58

REPURCH1
REPURCH2
REPURCH3

0.944

0.856

0.881
0.868
0.912

0.81
0.67
0.77

WOM1
WOM2
WOM3
WOM4

0.965

0.882

Item-Total
Correlation

0.921
0.926
0.895
0.919

0.81
0.82
0.84
0.83

0.49
0.41

0.41

Variance
Extracted=87.6%
*Specified 3 components to be extracted; varimax rotation utilized; n=576
**Item deleted from subsequent analysis
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To ensure unidimensionality, a principal components analysis was conducted on
each consequence in isolation. The single-component solutions which emerged provided
evidence of unidimensionality. The results of the principal components analysis
conducted on all of the items reveal six significant crossloadings. Commitment to the
retailer was problematic in that COMMIT2, COMMIT3, and COMMIT4 crossloaded
with the items measuring repurchase intentions and positive WOM communications. In
addition, WOM2 also crossloaded with the items measuring repurchase intentions. These
findings may signal future problems with discriminant and construct validity. Evidence
of convergent validity is provided by the high loadings of each item on its respective
component.
A more stringent CFA using LISREL 8.30 was conducted to further examine
convergent and discriminant validity. Consistent with the measurement models for
grocery shopping and mall shopping, COMMIT4 was eliminated during the CFA. In this
particular measurement model, two pairs of error terms were allowed to correlate. The
error terms for REPURCH1 (“I will return to shop at this online store again”) and
REPURCH3 (“I intend to continue shopping at this online store over the next few years”)
were allowed to correlate, and the error terms for WOM3 (“I encourage my friends to
shop at this online store”) and WOM4 (“I do not hesitate to refer people to this online
store”) were allowed to correlate. This is consistent with the measurement model for
mall shopping. The results of this final CFA model for online shopping are presented in
Table 35.
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Table 35
Final CFA Measurement Results: Consequences Online Shopping*
Dimension
COMMIT1
COMMIT3
COMMIT4**

λx est.
0.90
1.00

t-value
30.18
------

SMC
0.71
0.94

Avg. Variance Extracted
0.83

REPURCH1
REPURCH2
REPURCH3

0.88
1.06
1.00

42.70
37.87
------

0.80
0.86
0.86

0.84

WOM1**
WOM2
WOM3
WOM4

1.00
1.03
1.03

-----0.91
35.40
0.80
39.10
0.86
Overall Fit Statistics

0.86

χ2=57.97, 15 df, p=0.0000
RMSEA=0.070
RMR=0.032
GFI=0.98
AGFI=0.94
*n=597
**Item deleted during CFA

All of the SMCs are above 0.50, indicating that each of the items performed well
in capturing the construct of interest. The modification indices associated with λx and Θδ
indicate some problems with discriminant validity and construct validity. Specifically,
five problematic modification indices associated with λx were identified. REPURCH1,
REPURCH2, and WOM2 tended to load on constructs with which they were not
theoretically associated. In addition, six problematic modification indices associated with
Θδ indicated that some error terms (between-construct) tended to correlate. These
changes were not incorporated into the model as it did not make sense theoretically to do
so. The parameter estimates for λx were strong and significant, providing evidence of
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convergent validity. The overall fit statistics were satisfactory, indicating that the model
fit the data: χ2=57.97, 15 df, p=0.0000; RMSEA=0.070; RMR=0.032; GFI=0.98;
AGFI=0.94. The ratio of χ2 to degrees of freedom was 3.86, within the range of
acceptable values suggested by Kelloway (1998).
Hypothesis Testing and Results

This second major section of Chapter IV contains information pertaining to the
structural models run to test Hypotheses 1 through 18, along with the results of such
hypothesis testing. The results are organized according to each of the four individual
purposes established in this dissertation. Goodness of fit statistics for each structural
model are presented within each sub-section.
Purpose 1

The first purpose of this dissertation was to examine the nature of the NRSC
construct. The goal of this portion of the dissertation was to determine if the NRSC is a
need which endures across shopping situations, or if the NRSC varies from one shopping
situation to another. Hypothesis 1 (H1) stated the following: The NRSC is an enduring
consumer need, rather than a situation-specific need. This hypothesis was tested using a
multi-trait, multi-situation model (Campbell and Fiske 1959) in which the variance
associated with the measures was partitioned into two sources--the dimensions of retail
shopping convenience and the shopping situations (see Figure 3 in Chapter III). The
resulting model had strong fit statistics (χ2=101.92, p=0.00, 33df; χ2/df=3.09;
RMSEA=0.058; RMR=0.035; GFI=0.97; AGFI=0.94; NFI=0.98; NNFI=0.94).
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Individual λx path estimates and t-values from the multi-trait, multi-situation model are
presented in Table 36. As evidenced by strong and more significant λx path estimates,
the majority of the item variance was associated with the shopping situation rather than
the retail shopping convenience dimensions; therefore, H1 was not supported. Because
the NRSC differs from one shopping situation to another, the remaining hypotheses were
tested across three different shopping situations--grocery shopping, mall shopping, and
online shopping.
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Table 36
Path Estimates--Multi-Trait, Multi-Situation Model*
Item
ACC1
ACC2
ACC3
SRCH1
SRCH2
SRCH3
POSS1
POSS2
POSS3
TRANS1
TRANS2
TRANS3

ACCESS
0.10
t=0.38
2.78
t=0.37
0.00
t=-0.22

SEARCH

POSSESS

TRANS

GROC
0.77
t=15.09

MALL

INTERNET

1.12
t=21.05
0.96
t=24.67
0.27
t=5.85
0.16
t=2.60
0.25
t=6.06

0.79
t=22.85
0.98
t=25.47
0.85
t=26.71
0.18
t=3.99
0.50
t=3.58
0.02
t=0.59

0.89
t=26.67
1.03
t=25.35
0.85
t=27.57

0.20
0.86
t=4.85
t=25.64
0.40
t=3.93
0.04
t=1.32
χ2=101.92, 33 df, p=0.00
χ2/df=3.09
RMSEA=0.058
RMR=0.035
GFI=0.97
AGFI=0.94
NFI=0.98
NNFI=0.94

*n=629
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0.97
t=25.65
0.91
t=27.28

Purpose 2

The second purpose of this dissertation was to examine potential antecedents to
the NRSC. The antecedents examined include time pressure, role overload, temporal
orientation, planning orientation, polychronic orientation, and the willingness to tradeoff.
To increase the rigor of the study and to adhere to the situational nature of the NRSC
construct, the proposed structural model (presented as Figure 1) was examined across all
three different shopping situations. Details of these structural models, along with the fit
statistics associated with each, are now presented.

Structural Models

The measures previously described in this chapter were used in capturing the
constructs appearing in the structural model. With the exception of the items measuring
the NRSC, scale averages were computed and utilized as single-item indicators. A
general, three-item scale measuring the NRSC was utilized in each structural model.
Scale items are presented in Table 37. This general NRSC scale had reliabilities of
0.856, 0.874, and 0.820 for grocery shopping, mall shopping, and online shopping,
respectively. Correlations between the average of this simplified scale and the average of
the full NRSC scale ranged from 0.559 for grocery shopping to 0.699 for mall shopping.
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Table 37
General NRSC Scale
Item

IMPT
PRIOR
EASY

Description
When I go grocery shopping…
When I go shopping at a mall…
When shopping online…
Convenience is the most important thing to me
Saving time is one of my main priorities
It must be as easy as possible

In the structural models run for all three situations, two model constraints were
relaxed. The first change involved the antecedents of role overload and polychronic
orientation. Several researchers have identified a link between role overload and
polychronic time use (Bluedorn, Kaufman, and Lane 1992; Kaufman, Lane, and
Lindquist 1991). Specific findings indicate that polychronic time use is effective in
satisfying the demands and priorities of several roles simultaneously (Kaufman, Lane,
and Lindquist 1991). Based on these findings, the error terms associated with the
measures of role overload and polychronic orientation were allowed to correlate by
freeing the appropriate Θδ path (i.e. Θδ4,1). The second model constraint relaxed involved
the error terms associated with two of the dependent constructs--repurchase intentions
and positive WOM communications. Because both of these constructs have previously
been linked to commitment, this path was allowed by freeing the appropriate ψ path (i.e.,
ψ5,4). For the structural models associated with each of the shopping situations, a few
problematic modification indices emerged. None of the suggested changes were
incorporated in the models, as conceptually it did not make sense to do so. Table 38
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contains the final model fit statistics for each shopping situation, and Table 39 contains
the SMCs for each of the structural equations.
Table 38
Structural Model Fit Statistics by Shopping Situation
Fit Statistic
n=
Chi square (χ2)
χ2/df
RMSEA
RMR
GFI
AGFI
NFI
NNFI

Grocery Shopping
764
180.13 (p=0.00) 39 df
4.62
0.069
0.076
0.96
0.92
0.94
0.92

Mall Shopping
756
256.50 (p=0.00) 39 df
6.58
0.087
0.170
0.95
0.90
0.93
0.90

Online Shopping
624
141.12 (p=0.00) 39 df
3.62
0.065
0.096
0.96
0.93
0.95
0.94

Table 39
SMCs for Structural Equations
Dependent Construct
Time Pressure
NRSC
Commitment
to the Retailer
Repurchase Intentions
Positive WOM
Communications

Grocery
Shopping
0.56
0.13

Mall
Shopping
0.57
0.15

Online
Shopping
0.57
0.10

0.04
0.48

0.05
0.59

0.10
0.76

0.52

0.59

0.59

The SMCs for the structural equations presented in Table 39 indicate the percent
of variance in the latent dependent variables accounted for by the latent independent
variables appearing in the structural model. In other words, the SMC of 0.56 for time
pressure in the grocery shopping situation indicates that together the independent
variables of role overload, temporal orientation, planning orientation, polychronic
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orientation, and the willingness to tradeoff accounted for 56 percent of the variance in the
time pressure construct. It is important to note that the independent variables appearing
in the structural model accounted for a large percentage of the variance in time pressure,
repurchase intentions, and positive WOM communications across all three shopping
situations. However, these same independent variables accounted for a much smaller
percentage of the variance in the NRSC construct (13 percent for grocery shopping, 15
percent for mall shopping, and 10 percent for online shopping) and commitment to the
retailer (four percent for grocery shopping, five percent for mall shopping, and 10 percent
for online shopping). This means that there are other unexplored independent variables
which may prove superior in explaining a consumer’s NRSC and commitment to the
retailer. These should be identified and examined in future research.

Results

This sub-section contains information specific to the testing of Hypotheses 2
through 8. The results are presented for each shopping situation in Tables 40 through 42.
Detailed information regarding the testing of these hypotheses is also presented.
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Table 40
Antecedent Hypothesis Testing--Grocery Shopping
Hypothesis
H2: Time pressure is positively
related to the NRSC.
H3: Role overload is positively
related to perceived time pressure.
H4: Role overload is positively
related to the NRSC.
H5: The more future-oriented an
individual is in his/her temporal
orientation, the greater the NRSC.
H6: The more analytic an individual
is in his/her planning orientation, the
greater the NRSC.
H7: Individuals adopting a more
polychronic orientation will have a
weaker NRSC than those adopting a
more monochronic orientation.
H8: The more willing an individual
is to trade money for convenience,
the greater his/her NRSC.
*Significant at the 0.01 level
**Significant at the 0.10 level

Parameter

Path
Estimate

T-value

Standardized
Path

β2,1

0.04

0.76

0.05

γ1,1

0.80

26.58*

0.75

γ2,1

-0.01

-0.09

-0.01

γ2,2

0.12

2.34*

0.10

γ2,3

0.26

3.39*

0.23

γ2,4

0.10

1.71**

0.10

γ2,5

0.08

1.82**

0.09
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Table 41
Antecedent Hypothesis Testing--Mall Shopping
Hypothesis
H2: Time pressure is positively
related to the NRSC.
H3: Role overload is positively
related to perceived time pressure.
H4: Role overload is positively
related to the NRSC.
H5: The more future-oriented an
individual is in his/her temporal
orientation, the greater the NRSC.
H6: The more analytic an individual
is in his/her planning orientation, the
greater the NRSC.
H7: Individuals adopting a more
polychronic orientation will have a
weaker NRSC than those adopting a
more monochronic orientation.
H8: The more willing an individual
is to trade money for convenience,
the greater his/her NRSC.
*Significant at the 0.01 level
**Significant at the 0.10 level

Parameter

Path
Estimate

T-value

Standardized
Path

β2,1

0.19

3.02*

0.19

γ1,1

0.80

26.85*

0.75

γ2,1

-0.26

-2.58*

-0.25

γ2,2

0.10

1.76**

0.07

γ2,3

0.33

3.93*

0.27

γ2,4

0.27

3.93*

0.23

γ2,5

0.05

1.00

0.05
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Table 42
Antecedent Hypothesis Testing--Online Shopping
Hypothesis
H2: Time pressure is positively
related to the NRSC.
H3: Role overload is positively
related to perceived time pressure.
H4: Role overload is positively
related to the NRSC.
H5: The more future-oriented an
individual is in his/her temporal
orientation, the greater the NRSC.
H6: The more analytic an
individual is in his/her planning
orientation, the greater the NRSC.
H7: Individuals adopting a more
polychronic orientation will have a
weaker NRSC than those adopting
a more monochronic orientation.
H8: The more willing an
individual is to trade money for
convenience, the greater his/her
NRSC.
*Significant at the 0.01 level

Parameter

Path
Estimate

T-value

Standardized
Path

β2,1

0.22

3.35*

0.25

γ1,1

0.82

24.86*

0.76

γ2,1

-0.10

-1.06

-0.10

γ2,2

0.14

2.51*

0.12

γ2,3

0.03

0.42

0.03

γ2,4

0.18

2.69*

0.16

γ2,5

-0.01

-0.12

-0.01

Hypothesis 2 (H2) stated that time pressure is positively related to the NRSC.
Consumers experiencing time pressure often feel that they do not have enough time
available to complete their tasks. The idea behind H2 is that individuals who experience
time pressure would have a stronger need to reduce the time and effort expenditures
associated with shopping. This hypothesis was tested by examining the β path linking
time pressure to the NRSC in the structural model. In both the mall and online shopping
situations, these β path estimates (mall shopping=0.19, t-value=3.02; online
shopping=0.22, t-value=3.35) were significant at the 0.01 level providing support for H2.
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This same relationship was not supported in the grocery shopping arena (β2,1=0.04, tvalue=0.05).
Hypothesis 3 (H3) detailed the expected relationship between role overload and
time pressure, stating that role overload is positively related to the NRSC. This
hypothesis was tested by examining the γ paths linking role overload to time pressure for
all three shopping situations. The results were the following: grocery shopping
(γ1,1=0.80, t-value=26.58), mall shopping (γ1,1=0.80, t-value=26.85), and online shopping
(γ1,1=0.82, t-value=24.86). H3 was supported in all three shopping situations, providing
evidence of a positive relationship between role overload and time pressure.
Hypothesis 4 (H4) proposed a positive relationship between role overload and the
NRSC. The γ path estimates linking the role overload and NRSC constructs were
examined for each shopping situation. The γ path for grocery shopping was -0.01 (tvalue=-0.09), and the γ path for online shopping was -0.10 (t-value=-1.06). Neither of
these path estimates was significant, providing a lack of support for H4. The γ path
estimate for mall shopping was significant at the 0.01 level; however, the supported
relationship was in the opposite direction than hypothesized (γ2,1=-0.26, t-value=-2.58).
H4 was not supported in any of the three shopping situations.
The relationship between temporal orientation and the NRSC was detailed in
Hypothesis 5 (H5) which stated that individuals with a more future-oriented temporal
orientation have a stronger NRSC. Individuals with a strong temporal orientation toward
the future engage in active planning for the future; therefore, this relationship was
expected because one motivation of saving time in the present is to free up time for use
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on future activities. H5 was tested by examining the γ paths linking temporal orientation
to the NRSC. Since a strong future orientation was indicated by higher values on the
temporal orientation scale, positive and significant γ paths would provide support for this
hypothesis. For grocery shopping, the γ path was estimated at 0.12 (t-value=2.34).
Similar results were provided in the mall shopping and online shopping situations with γ
paths of 0.10 (t-value=1.76) and 0.14 (t-value=2.51), respectively. Support for H5 was
provided at the 0.01 level of significance in both the grocery and online shopping
situations, while the path for mall shopping was supported at the 0.10 level.
Hypothesis 6 (H6) posited that individuals with more analytic planning
orientations have a greater NRSC. The logic behind this hypothesized relationship is that
analytic planners like to stick to schedules, making them more sensitive to the amount of
time associated with tasks like shopping. This desire to stick to a schedule will lead to a
stronger NRSC. The γ paths linking planning orientation to the NRSC were positive and
significant for both grocery shopping (γ2.3=0.26, t-value=3.39) and mall shopping
(γ2,3=0.33, t-value=3.93), providing support for H6. This relationship was not supported
for online shopping (γ2,3=0.03, t-value=0.42).
Hypothesis 7 (H7) posited that individuals adopting a more polychronic
orientation have a weaker NRSC that those adopting a more monochronic orientation.
This hypothesis was based mainly on the idea that individuals adopting a polychronic
orientation can accomplish more in a 24 hour period than those adopting monochronic
orientations (Kaufman, Lane, and Lindquist 1991). Additional research also indicates
that adopting a polychronic orientation minimizes feelings of time pressure and role
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overload (“Consumers Adapting to Pressures of Time” 2001; Bluedorn, Kaufman, and
Lane 1992; Kaufman, Lane, and Lindquist 1991). The results of testing H7 were the
following: grocery shopping (γ2,4=0.10, t-value=1.71), mall shopping (γ2,4=0.27, tvalue=3.93), and online shopping (γ2,4=0.18, t-value=2.69). Although the γ paths linking
polychronic orientation to the NRSC were significant (for grocery shopping at the 0.10
level; for mall shopping and online shopping at the 0.01 level), the resulting paths were in
the opposite direction than hypothesized.
Hypothesis 8 (H8) detailed the relationship between the willingness to trade
money for convenience and the NRSC, such that the more willing an individual is to
trade money for convenience, the greater his/her NRSC. The γ paths testing this
hypothesis were the following: grocery shopping (γ2.5=0.08, t-value=1.82), mall shopping
(γ2.5=0.05, t-value=1.00), and online shopping (γ2,5=-0.01, t-value=-0.12). Based on these
path estimates, the results did not provide strong support for H8. The γ paths for mall
shopping and online shopping were not significant, while the γ path for grocery shopping
was significant at the 0.10 level only.
Purpose 3

The third purpose of this dissertation was to examine culture as a moderator of the
relationship between selected antecedents and the NRSC. These selected antecedents
included time pressure, role overload, temporal orientation, planning orientation, and
polychronic orientation. A multi-group analysis using LISREL 8.30 was run to compare
two respondent groups--white, non-Hispanic Americans and Mexican Americans. The
guidelines set forth by Steenkamp and Baumgartner (1998) were followed. Configural
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invariance was established by imposing the same zero and non-zero model constraints
across both groups. A second type of invariance, metric invariance, was established by
specifying the λx and λy matrices invariant. Because the objective of this research was
not to compare the means of measures across cultural groups, scalar invariance was not
assessed.
The multi-group analysis performed for each shopping situation involved
comparing the fit statistics for the less restricted model (i.e., the model where the γ paths
were estimated) to the fit statistics for the more restricted model (i.e., the model where γ
paths were invariant). In each structural model, the λx, λy, Θδ, and Θε estimates were set
to be invariant across the two respondent groups. For online shopping, both the less
restricted model and the more restricted model had poor fit statistics. The fit statistics for
the less restricted model were the following: χ2=1268.91, p=0.00, 26df; χ2/df=48.80;
RMSEA=0.400; NFI=-0.22; NNFI=-1.71. Similar fit statistics resulted in the more
restricted model: χ2=1274.82, p=0.00, 31df; χ2/df=41.12; RMSEA=0.370; NFI=-0.22;
NNFI=-1.28. Modification indices revealed problems in the Θε matrix for the MexicanAmerican group. These problems were the result of setting the Θε matrices invariant
across groups. Differences in the NRSC measures were vastly different across the two
groups, resulting in poor model fit. To remedy this problem, the model was re-specified
to allow separate Θε estimates (on the diagonal only) for each group. Table 43, Table 44,
and Table 45 contain information regarding both the less restricted and more restricted
models for grocery shopping, mall shopping, and online shopping, respectively. Each
table includes the following information: model fit statistics, the difference between χ2
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values, and a comparison of path estimates, t-values, and standardized solutions across
the two respondents groups for the model having the superior fit.
Table 43
The Moderating Effect of Culture--Grocery Shopping
Less Restricted Model
More Restricted Model
χ2=49.56 (p=0.004) 26df
χ2=76.69 (p=0.000) 31df
2
χ /df=1.91
χ2/df=2.47
RMSEA=0.048
RMSEA=0.059
NFI=0.98
NFI=0.96
NNFI=0.97
NNFI=0.96
Difference in χ2 values=27.13 (sign @ 0.01 level)

Fit Statistics

Group Differences:
Less Restricted Model
Relationship
Time PressureÆNRSC
Role OverloadÆNRSC
Temporal Orient.ÆNRSC
Planning Orient.ÆNRSC
Polychronic Orient.ÆNRSC

White, Non-Hispanic
Americans (n=544)
Estimate
t-value
SS
-0.09
-1.21
-0.10
0.18
1.83
0.18
0.11
1.79
0.10
0.25
2.75
0.21
0.01
0.22
0.01

Mexican
Americans (n=222)
Estimate
t-value
SS
0.29
2.08
0.32
-0.15
-1.11
-0.15
0.20
2.23
0.17
-0.03
-0.18
-0.02
0.32
2.89
0.31

Table 44
The Moderating Effect of Culture--Mall Shopping
Fit Statistics

Group Differences:
Less Restricted Model
Relationship
Time PressureÆNRSC
Role OverloadÆNRSC
Temporal Orient.ÆNRSC
Planning Orient.ÆNRSC
Polychronic Orient.ÆNRSC

Less Restricted Model
More Restricted Model
χ2=67.33 (p=0.000) 26df
χ2=83.53 (p=0.000) 31df
2
χ /df=2.59
χ2/df=2.69
RMSEA=0.061
RMSEA=0.063
NFI=0.97
NFI=0.96
NNFI=0.96
NNFI=0.96
Difference in χ2 values=16.20 (sign @ 0.01 level)
White, Non-Hispanic
Americans (n=536)
Estimate
t-value
SS
0.05
0.64
0.05
-0.03
-0.27
-0.03
0.06
0.88
0.05
0.33
3.32
0.25
0.13
2.21
0.11

176

Mexican
Americans (n=221)
Estimate
t-value
SS
0.36
2.35
0.36
-0.20
-1.32
-0.18
0.12
1.28
0.10
0.10
0.64
0.08
0.40
3.32
0.35

Table 45
The Moderating Effect of Culture--Online Shopping
Fit Statistics

Group Differences:
Less Restricted Model
Relationship
Time PressureÆNRSC
Role OverloadÆNRSC
Temporal Orient.ÆNRSC
Planning Orient.ÆNRSC
Polychronic Orient.ÆNRSC

Less Restricted Model
More Restricted Model
χ2=23.16 (p=0.45) 23df
χ2=29.62 (p=0.38) 28df
2
χ /df=1.01
χ2/df=1.06
RMSEA=0.003
RMSEA=0.013
NFI=0.98
NFI=0.97
NNFI=1.00
NNFI=1.00
Difference in χ2 values=6.46 (sign @ 0.05 level)
White, Non-Hispanic
Americans (n=478)
Estimate
t-value
SS
0.16
1.95
0.35
0.01
0.07
0.02
0.09
1.37
0.19
0.08
0.90
0.17
0.07
1.19
0.13

Mexican
Americans (n=147)
Estimate
t-value
0.04
1.07
0.02
0.54
0.03
0.80
0.01
0.28
0.06
1.47

SS
0.08
0.04
0.06
0.02
0.11

For grocery shopping, the difference in χ2 values for the less restricted model and
the more restricted model (27.13) was significant at the 0.01 level. When comparing the
two models, the less restricted model had superior fit statistics, providing evidence of
moderation. The superiority of the less restricted model was also apparent when
comparing the structural model SMCs between models. For the less restricted model, the
antecedents explained 25% of the variance in the NRSC. For the more restricted model,
the antecedents explained only 16% of the variance in NRSC.
When examining the results of the multi-group analysis for both mall shopping
and online shopping, similar results emerged. The difference in χ2 values for mall
shopping was 16.20. The fit statistics were again stronger for the less restricted model
providing support for the moderating role of culture. In the less restricted model, the
structural model SMCs indicated that the antecedents explained 30% of the variance in
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the NRSC, while only 21% of the variance in the NRSC was explained by the
antecedents in the more restricted model. For online shopping, the difference in χ2 values
for the less restricted model and more restricted model (6.46) was significant at the 0.05
level. According to the fit statistics, the less restricted model again proved superior. In
this case, only 9% of the variance in the NRSC was explained by the antecedents
explained 9% in the less restricted model (compared to 22% in the more restricted
model).
Finding support across three different situations provides strong evidence for the
moderating role of culture in this study. To determine which specific paths were
moderated, the individual γ path estimates resulting from the less restricted model were
compared across the two respondent groups. These results are organized and presented
by hypothesis.
Hypothesis 9 (H9) posited that the relationship between time pressure and the
NRSC would be moderated by culture, such that the relationship would be stronger for
white, non-Hispanic Americans than for Mexican Americans. The results showed that
culture did moderate the relationship between time pressure and the NRSC in all three
shopping situations; however, for grocery shopping and mall shopping, the findings were
not as hypothesized. In both shopping situations, the stronger and significant γ paths for
the Mexican-American group provided evidence that the relationship between time
pressure and the NRSC was stronger for Mexican Americans than for white, nonHispanic Americans. For online shopping, H9 was supported at the 0.10 level of
significance. The standardized γ paths of 0.35 for white, non-Hispanic Americans and
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0.08 for Mexican Americans provided evidence that when shopping online, the
relationship between time pressure and the NRSC is stronger for white, non-Hispanic
Americans.
Hypothesis 10 (H10) posited that the relationship between role overload and the
NRSC would be moderated by culture. Specifically, it was hypothesized that the
relationship between role overload and the NRSC would be stronger for white, nonHispanic Americans than for Mexican Americans. Significant differences between
groups were found in the grocery shopping and mall shopping situations only. For
grocery shopping, the stronger and significant γ path occurred in the white, non-Hispanic
American group, providing support for H10. This means that for grocery shopping,
culture did moderate the relationship between role overload and the NRSC, such that the
relationship between the two constructs was stronger for white, non-Hispanic Americans.
For mall shopping, culture also moderated the relationship, but with different results. In
this case, the stronger and significant γ path was associated with the Mexican-American
group. Although the path was significant, it was in the opposite direction than originally
hypothesized (i.e., the γ path was negative instead of positive). Based on these results,
H10 was not supported for mall shopping.
Culture was also thought to moderate the relationship between temporal
orientation and the NRSC. Hypothesis 11 (H11) specifically stated that the relationship
would be stronger for white, non-Hispanic Americans than for Mexican Americans.
Support for culture as a moderator in this relationship was provided in all three shopping
situations; however, the results differed based on the shopping situation. First, the path
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between temporal orientation and the NRSC while grocery shopping was positive and
significant for both respondent groups. Support for H11 was not provided because the
results showed that the relationship between the two constructs was stronger for Mexican
Americans rather than white, non-Hispanic Americans. Culture also influenced the
relationship between temporal orientation and the NRSC for mall shopping; however, the
path was only significant for Mexican Americans, again failing to provide support for
H11. Support for H11 was provided for online shopping in that the path between
temporal orientation and the NRSC was only significant for white, non-Hispanic
Americans. So, culture did moderate the relationship between temporal orientation and
the NRSC, but how culture changed that relationship depended on the shopping situation.
The fourth relationship thought to be moderated by culture was the link between
planning orientation and the NRSC. Hypothesis 12 (H12) stated that the relationship
would be moderated by culture, such that the relationship between the two constructs
would be stronger for white, non-Hispanic Americans than for Mexican Americans.
Support for H12 was provided in both the grocery shopping and mall shopping situations.
For grocery shopping, the path between planning orientation and the NRSC was stronger
and significant for the white, non-Hispanic group (with γ1,4=0.25, t-value=2.75, SS=0.21;
compared to γ1,4=-0.03, t-value=-0.18, SS=-0.02 for Mexican Americans). For mall
shopping, the standardized γ path of 0.25 (γ1,4=0.33, t-value=2.21) for the white, nonHispanic American group was stronger than the standardized, nonsignficant path of 0.08
(γ1,4=0.10, t-value=0.64) for the Mexican-American group. Culture did not moderate this
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relationship for online shopping. This was not surprising as support for the original
relationship posited in H6 was not found for online shopping.
Hypothesis 13 (H13) detailed the final relationship thought to be moderated by
culture--the relationship between polychronic orientation and the NRSC. According to
H13, the relationship between polychronic orientation and the NRSC would be stronger
for Mexican Americans than for white-non-Hispanic Americans. The original
relationship posited in H7 was an inverse relationship; therefore, for H13 to be supported,
a stronger and significant negative path must be present for the Mexican-American
group. The results did not provide such support. For grocery shopping, the γ path was
stronger and significant for the Mexican-American group (γ1,5=0.32, t-value=2.89;
compared to γ1,5=0.01, t-value=0.22 for the white, non-Hispanic American group);
however, the path was in the opposite direction than hypothesized. Similar results
emerged for mall shopping (γ1,5=0.40, t-value=3.32 for the Mexican-American group;
γ1,5=0.13, t-value=2.21 for the white, non-Hispanic American group); and online
shopping (γ1,5=0.06, t-value=1.47 for the Mexican-American group; γ1,5=0.07, tvalue=1.19 for the white, non-Hispanic American group). H13 was not supported in any
of the three shopping situations.
Purpose 4

The fourth purpose of this dissertation was to identify the consequences of
satisfying the NRSC. This section details the results from testing Hypotheses 14 through
18. Hypotheses 14 and 15 described the link between commitment to the retailer and two
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additional consequences--repurchase intentions and positive WOM communications.
The results of these two hypotheses for each shopping situation are presented in Table 46.
Table 46
Results of Hypothesis 14 and Hypothesis 15
Hypothesis
Grocery Shopping
H14: There is a positive
relationship between
commitment to the retailer and
repurchase intentions.
H15: There is a positive
relationship between
commitment to the retailer and
positive WOM
communications.
Mall Shopping
H14: There is a positive
relationship between
commitment to the retailer and
repurchase intentions.
H15: There is a positive
relationship between
commitment to the retailer and
positive WOM
communications.
Online Shopping
H14: There is a positive
relationship between
commitment to the retailer and
repurchase intentions.
H15: There is a positive
relationship between
commitment to the retailer and
positive WOM
communications.

Path
Parameter Estimate

T-value

Standardized
Path

β4,3

0.62

19.62*

0.68

β5,3

0.78

21.24*

0.71

β4,3

0.76

25.89*

0.77

β5,3

0.81

26.58*

0.76

β4,3

0.76

29.39*

0.82

β5,3

0.70

22.07*

0.72

*Significant at the 0.01 level
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Hypothesis 14 (H14) detailed the relationship between commitment to the retailer
and repurchase intentions, stating that individuals with a higher levels of commitment to
the retailer have stronger intentions to purchase from the retailer again in the future. To
test this hypothesis, the β path linking the two constructs was examined. The results for
each shopping situation were the following: grocery shopping (β4,3=0.62, t-value=19.62),
mall shopping (β4,3=0.76, t-value=25.89), and online shopping (β4,3=0.76, t-value=29.39).
For all three shopping situations, the results provided support for H14.
The positive relationship between commitment to the retailer and positive WOM
communications was provided in Hypothesis 15 (H15). The β path linking the two
constructs was examined across the three shopping situations. For grocery shopping, the
β path was estimated at 0.78 (t-value=21.24). Additional support for H15 was provided
in both the mall shopping (β5,3=0.81, t-value=26.58) and online shopping β5,3=0.70, tvalue=22.07) situations. Consumers with higher levels of commitment to the retailer
were more inclined to spread positive WOM communications.

The Moderating Role of Need Satisfaction

This section contains information pertaining to the results of testing Hypotheses
16 through 18. Together these hypotheses posited that need satisfaction (i.e., whether or
not a consumer’s NRSC is met) influences the relationships between the NRSC and the
consequences of commitment to the retailer, repurchase intentions, and positive WOM
communications. Before examining the moderating role of need satisfaction, it was
important to examine the path estimates between the NRSC and each of the consequences
for each shopping situation. The relationship between the NRSC and commitment to the
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retailer was supported in all three shopping situations--grocery shopping (β3,2=0.19, tvalue=4.50), mall shopping (β3,2=0.22, t-value=5.28), and online shopping (β3,2=0.38, tvalue=6.85). The relationship between the NRSC and repurchase intentions was
supported in the full structural models for grocery shopping and online shopping only.
The results included the following: grocery shopping (β4,2=0.07, t-value=2.28), mall
shopping (β4,2=-0.01, t-value=-0.26), and online shopping (β4,2=0.16, t-value=4.96).
Similar results were found for the relationship between the NRSC and positive WOM
communications, with support provided in the grocery shopping and online shopping
situations--grocery shopping (β5,2=0.07, t-value=2.01), mall shopping (β5,2=0.04, tvalue=1.11), and online shopping (β5,2=0.17, t-value=4.16).
To determine if need satisfaction moderated the relationship between the NRSC
and the consequences for mall shopping, a multi-group analysis using LISREL 8.30 was
run comparing two respondent groups--those respondents whose NRSC was satisfied
(n=524) and those whose need was not satisfied (n=227). The guidelines set forth by
Steenkamp and Baumgartner (1998) were followed, and both configural invariance and
metric invariance were established. To determine if moderation occurred, the fit statistics
for the less restricted model were compared to those of the more restricted model. The
λx, λy, Θδ, and Θε estimates were set to be invariant across the two respondent groups.
The results of the multi-group analysis for mall shopping are presented in Table 47 which
includes information regarding model fit statistics, the difference between χ2 values, and
a comparison of path estimates, t-values, and standardized solutions across the two
respondents groups for the superior model.
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Table 47
The Moderating Role of Need Satisfaction--Mall Shopping
Fit Statistics

Group Differences:
Less Restricted Model
Relationship
NRSCÆCommitment to
Retailer
NRSCÆRepurchase
Intentions
NRSCÆPositive WOM
Communications

Less Restricted Model
More Restricted Model
χ2=87.68 (p=0.000) 23df
χ2=105.83 (p=0.000) 26df
χ2/df=3.81
χ2/df=4.07
RMSEA=0.090
RMSEA=0.091
NFI=0.96
NFI=0.95
NNFI=0.96
NNFI=0.96
Difference in χ2 values=18.15 (sign @ 0.01 level)
NRSC Satisfied
(n=524)
Estimate
t-value

SS

NRSC Not Satisfied
(n=227)
Estimate
t-value
SS

0.29
0.20

6.04
4.26

0.31
0.21

0.04
0.05

0.57
0.85

0.04
0.06

0.32

6.40

0.31

-0.01

-0.22

-0.01

A comparison of the χ2 values for the less restricted model and the more restricted
model revealed a significant difference of 18.15, with the less restricted model having the
superior fit. Together these findings provided support for the moderating effect of need
satisfaction. The γ paths for each of the groups were used in testing Hypotheses 16
through 18.
Hypothesis 16 (H16) posited that the relationship between the NRSC and
commitment to the retailer was moderated by need satisfaction; that is, if the NRSC was
met, the customer will be more committed to the retailer. Group differences existed in
the less restricted model. Specifically, γ1,1 was 0.29 (t-value=6.04) for the “NRSC
satisfied” group, while γ1,1 was 0.04 (t-value=0.57) for the “NRSC not satisfied” group.
A direct comparison of path estimates was made using the standardized paths of 0.31 for
the “NRSC satisfied” group and 0.04 for the “NRSC not satisfied” group. Because the
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stronger and significant γ path existed for the group whose NRSC was satisfied, support
was provided for H16.
The moderating role of need satisfaction for the relationship between the NRSC
and repurchase intentions was detailed in Hypothesis 17 (H17) which stated that the link
between the two constructs would be stronger if the consumer’s need was satisfied. The
path estimate for the “NRSC satisfied” group (γ2.1=0.20, t-value=4.26) was compared to
the path estimate for the “NRSC not satisfied” group (γ2.1=0.05, t-value=0.85). Again,
the estimate for the “NRSC satisfied” group was stronger and significant, providing
support for H17.
Hypothesis 18 (H18) detailed the moderating role of need satisfaction for the
relationship between the NRSC and positive WOM communications by stating that the
link between the two constructs would be stronger if the NRSC was met. Support for
H18 was provided for mall shopping. The path between the NRSC and positive WOM
communications was stronger and significant for the “NRSC satisfied” group (with
γ3,1=0.32, t-value=6.40) when compared to the “NRSC not satisfied” group (γ3,1=-0.01, tvalue=-0.22).
Multi-group analysis was not used to examine the moderating role of need
satisfaction in the grocery shopping situation or the online shopping situation because the
majority of respondents indicated that their NRSC was satisfied (n=696 for grocery
shopping; n=596 for online shopping). As a result, the sample size was not large enough
for the “NRSC not satisfied” group (n=71 for grocery shopping; n=31 for online
shopping) to use multi-group analysis for these shopping situations. Additional evidence
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for H16, H17, and H18 was provided using analysis of variance (ANOVA) to compare
the scale means measuring commitment to the retailer, repurchase intentions, and positive
WOM communications across the two groups. The ANOVA results for grocery
shopping are presented in Table 48, and the ANOVA results for online shopping are
presented in Table 49. Descriptive statistics for both shopping situations are presented in
Table 50.
Table 48
ANOVA Results--Grocery Shopping

Commitment
Repurchase
Intentions
Positive WOM

Between Groups
Within Groups
Total
Between Groups

Sum of
Squares
47.51
1473.55
1521.06
120.20

df
1
766
767
1

Mean Square
47.51
1.92

F
24.70

Sig.
0.000

120.20

89.52

0.000

Within Groups
Total
Between Groups
Within Groups
Total

1029.86
1150.06
103.72
1524.39
1628.11

767
768
1
767
768

1.34
52.19

0.000
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103.72
1.99

Table 49
ANOVA Results--Online Shopping

Commitment
Repurchase
Intentions
Positive WOM

Between Groups
Within Groups
Total
Between Groups

Sum of
Squares
55.14
1637.55
1692.69
70.94

df
1
623
624
1

Mean Square
55.14
2.63

F
20.98

Sig.
0.000

70.94

33.05

0.000

Within Groups
Total
Between Groups
Within Groups
Total

1339.37
1410.31
95.53
1453.31
1548.84

624
625
1
624
625

2.15
41.02

0.000

95.53
2.33

Table 50
Descriptive Statistics
Consequence
Commitment
Repurchase
Intentions
Positive
WOM

NRSC Satisfied
NRSC Not Satisfied

Grocery Shopping
N
Mean Std. Dev.
695
4.76
1.38
73
3.91
1.49

Online Shopping
N Mean Std. Dev.
594 4.55
1.62
31
3.18
1.68

NRSC Satisfied
NRSC Not Satisfied
NRSC Satisfied

696
73
696

5.84
4.49
5.11

1.13
1.44
1.41

595
31
595

5.18
3.62
5.02

1.46
1.65
1.52

NRSC Not Satisfied

73

3.85

1.38

31

3.22

1.65

For commitment to the retailer, the difference among the group means was
significant for both grocery shopping and online shopping. For grocery shopping, a
further examination of the descriptive statistics for each group revealed that those whose
NRSC was satisfied had higher levels of commitment (mean=4.76) than those whose
NRSC was not satisfied (mean=3.91). The same results were replicated for online
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shopping, with group means of 4.54 for those whose NRSC was met and 3.18 for those
whose NRSC was not met. These results provided additional evidence in support of H16.
Examining the ANOVA results for repurchase intentions also revealed a
significant difference among group means for both shopping situations. Additional
support was found for H17 in the grocery shopping situation, in that respondents whose
NRSC was satisfied had higher levels of repurchase intentions (mean=5.84) than those
whose NRSC was not satisfied (mean=4.49). These results were also present for online
shopping (NRSC satisfied, mean=5.18; NRSC not satisfied, mean=3.62).
A significant difference among group means was also found for positive WOM
communications across both shopping situations. Further support for H18 was provided
for grocery shopping as respondents whose NRSC was satisfied had a higher mean (5.11)
than those whose NRSC was not satisfied (mean=3.85). For online shopping, mean
scores were again higher for those whose need was satisfied (mean=5.02) than for those
whose need was not satisfied (mean=3.22).
Conclusion

Chapter IV began with details of the techniques employed in establishing the
reliability and validity of scale items measuring the constructs appearing in Figure 1 and
Figure 3. All calculations were performed on data collected from the larger online survey
of white, non-Hispanic American and Mexican-American respondents. The latter part of
this chapter provided the results of hypothesis testing. Chapter IV now concludes with
Table 51 which summarizes the results of the hypothesis testing across the three shopping
situations. Figure 4 is also presented to visually illustrate the findings of this dissertation.
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Solid lines indicate support for the hypotheses in at least two out of three shopping
situations.
Table 51
Hypothesis Results across Shopping Situations
Hypothesis--Purpose 1
H1: The NRSC is an enduring consumer need,
rather than a situation-specific need.

Conclusion
Not supported
Lambda-x paths revealed that the majority of the
variance was associated with the shopping situation
rather than with the convenience dimensions.

Hypotheses--Purpose 2
H2: Time pressure is positively related to the
NRSC.
H3: Role overload is positively related to
perceived time pressure.

Grocery
0.04
t=0.76
0.80
t=26.58

Mall
0.19
t=3.02
0.80
t=26.85

Online
0.22
t=3.35
0.82
t=24.86

H4: Role overload is positively related to the
NRSC.
H5: The more future-oriented an individual is
in his/her temporal orientation, the greater the
NRSC.
H6: The more analytic an individual is in
his/her planning orientation, the greater the
NRSC.
H7: Individuals adopting a more polychronic
orientation will have a weaker NRSC than
those adopting a more monochronic
orientation.
H8: The more willing an individual is to trade
money for convenience, the greater his/her
NRSC.
Hypotheses--Purpose 3
Less Restricted Models Superior

-0.01
t=-0.09

-0.26
t=-2.58

-0.10
t=-1.06

0.12
t=2.34

0.10
t=1.76

0.14
t=2.51

0.26
t=3.39

0.33
t=3.93

0.03
t=0.42

0.10
t=1.71

0.27
t=3.93

0.18
t=2.69

Not supported

0.08
t=1.82
Grocery
χ2 diff.=
27.13
WNH
0.09
t=-1.21
MexAm
0.29
t=2.08
WNH
0.18
t=1.83
MexAm
-0.15
t=-1.11

0.05
t=1.00
Mall
χ2 diff.=
16.20
WNH
0.05
t=0.64
MexAm
0.36
t=2.35
WNH
-0.03
t=-0.27
MexAm
-0.20
t=-1.32

-0.01
t=-0.12
Online
χ2 diff.=
6.46
WNH
0.16
t=1.95
MexAm
0.04
t=1.07
WNH
0.01
t=0.07
MexAm
0.02
t=0.54

SupportedGrocery
Conclusion

H9: The relationship between time pressure
and the NRSC is moderated by culture; that is,
the relationship will be stronger for white,
non-Hispanic Americans than for Mexican
Americans.
H10: The relationship between role overload
and the NRSC is moderated by culture; that is,
the relationship will be stronger for white,
non-Hispanic Americans than for Mexican
Americans.
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Conclusion
SupportedMall & Online
Supported
across all
situations
Not supported
Supported
across all
situations
SupportedGrocery & Mall

SupportedOnline
Not supportedGrocery & Mall
SupportedGrocery
Not supportedMall & Online

Table 51 continued
H11: The relationship between temporal
orientation and the NRSC is moderated by
culture; that is, the relationship will be
stronger for white, non-Hispanic Americans
than for Mexican Americans.
H12: The relationship between planning
orientation and the NRSC is moderated by
culture; that is, the relationship will be
stronger for white, non-Hispanic Americans
than for Mexican Americans.
H13: The relationship between polychronic
orientation and the NRSC is moderated by
culture; that is, the relationship will be
stronger for Mexican Americans than for
white, non-Hispanic Americans.
Hypotheses--Purpose 4
H14: There is a positive relationship between
commitment to the retailer and repurchase
intentions.
H15: There is a positive relationship between
commitment to the retailer and positive WOM
communications.
Mall: Multi-group analysis, Less restricted
model was superior
H16: The relationship between the NRSC and
commitment to the retailer is moderated by
need satisfaction; that is the relationship will
be stronger if the NRSC is met.

WNH
0.11
t=1.79
MexAm
0.20
t=2.23
WNH
0.25
t=2.75
MexAm
-0.03
t=-0.18
WNH
0.01
t=0.22
MexAm
0.32
t=2.89
Grocery

WNH
0.06
t=0.88
MexAm
0.12
t=1.28
WNH
0.33
t=3.32
MexAm
0.10
t=0.64
WNH
0.13
t=2.21
MexAm
0.40
t=3.32
Mall

WNH
0.09
t=1.37
MexAm
0.03
t=0.80
WNH
0.08
t=0.90
MexAm
0.01
t=0.28
WNH
0.07
t=1.19
MexAm
0.06
t=1.47
Online

0.62
t=19.62

0.76
t=25.89

0.76
t=29.39

Supported
across all
situations

0.78
t=21.24

0.81
t=26.58

0.70
t=22.07

Supported
across all
situations

F=24.70
satisf.
4.76
not satisf.
3.91

H17: The relationship between the NRSC and
repurchase intentions is moderated by need
satisfaction; that is the relationship will be
stronger if the NRSC is met.

F=89.52
satisf.
5.84
not satisf.
4.49

H18: The relationship between the NRSC and
positive WOM communications is moderated
by need satisfaction; that is the relationship
will be stronger if the NRSC is met.

F=52.19
satisf.
5.11
not satisf.
3.85
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χ2 diff.=
18.15
satisf.
0.29
t=6.04
not
satisf.
0.04
t=0.57
satisf.
0.20
t=4.26
not
satisf.
0.05
t=0.85
satisf.
0.32
t=6.40
not
satisf.
-0.01
t=-0.22

F=20.98
satisf.
4.55
not
satisf.
3.18
F=33.05
satisf.
5.18
not
satisf.
3.62
F=41.02
satisf.
5.02
not
satisf.
3.22

SupportedOnline
Not supportedGrocery & Mall
SupportedGrocery & Mall
Not supportedOnline
Not supported in
any of the
shopping
situations
Conclusion

Supported
across all
situations

Supported
across all
situations

Supported
across all
situations

Time
pressure
H3
Role
Overload
Temporal
Orientation

Culture

H2
H9

Need
Satisfaction

H4
H10
H5

H6

H14
H16

H11
H12
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Planning
Orientation

Commitment to
the Retailer

H13

Need for Retail
Shopping
Convenience
(NRSC)

H15

H17

H18

H7
Polychronic
Orientation
H8
Positive WOM
Communications

Willingness
to Tradeoff

Figure 4
Support of Hypotheses

Repurchase
Intentions

CHAPTER V
DISCUSSION AND CONCLUSIONS
Introduction

In this final chapter, a discussion of the findings is presented. This discussion is
followed by sections outlining the contributions of the dissertation to the marketing
literature and implications for retailers. The chapter concludes with the study’s
limitations and avenues for future research.
Discussion of Findings

Eighteen hypothesis tests were conducted, and the results were presented in
Chapter IV. Of the eighteen hypotheses, ten were supported in at least two of the three
shopping situations. The first important finding of this dissertation deals with the nature
of the NRSC construct. Based on the results of testing H1, a consumer’s NRSC varies
across different shopping situations. This finding can largely be attributed to the
importance of time as a characteristic of consumer situations and its influence on
consumer behavior (Belk 1975). Because retail shopping convenience is defined as
saving consumer time and effort while shopping, it makes sense that the NRSC differs
according to the shopping situation. Insight into how this consumer need varies across
grocery shopping, mall shopping, and online shopping situations was examined in the
remaining hypotheses.
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Support for the relationship between time pressure and the NRSC (for mall
shopping and online shopping) was found in testing H2. This relationship was not
supported for grocery shopping. This particular finding is interesting as grocery
shopping is viewed as being more of a task-oriented shopping trip sometimes performed
multiple times each week. Perhaps the lack of support for H2 in the grocery shopping
arena can be attributed to the familiarity of the respondents with the grocery store in
question. Approximately 89.1% of respondents (n=686) provided responses while
thinking about their last grocery shopping trip at their “regular” grocery store (i.e., the
grocery store where they frequently shop). It could be that their familiarity with the
store’s layout allows them to plan their grocery shopping trip and allows them to engage
in other time-saving shopping strategies (such as putting the items on their list in order of
how they travel through the store or knowing the best time to shop at the store), lowering
their NRSC. On the other hand, shopping at a mall can be quite uncertain. Stores within
shopping malls may move locations or leave the mall entirely. It is also more difficult to
engage in convenient shopping behaviors (such as planning your shopping list, knowing
when the mall is least crowded, and knowing the optimal route to travel to the stores).
This lack of uncertainty can make the mall environment less convenient, increasing the
intensity of the path between time pressure and the NRSC. Online shopping differs
because it is known for its convenience (Childers et al. 2001; Hofacker 2001;
Wolfinbarger and Gilly 2001). Shopping online eliminates travel time to the store, and
reduces both time and effort with regards to search. So, people with a high NRSC may
engage in online shopping specifically to satisfy this unique need.
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One surprising finding is the lack of support for the relationship between role
overload and the NRSC. Although previous studies attribute the lack of support to poor
convenience measures (Bellizzi and Hite 1986; Maher et al. 1997; Reilly 1982), it may be
that there is actually no significant relationship between role overload and the need for
convenience (as evidenced in the results for grocery shopping and online shopping). The
significant negative path between role overload and the NRSC for mall shopping is
probably a reflection on the hedonic shopping motivations which often accompany trips
to the shopping mall. Perhaps recreational shoppers shop at malls for enjoyment and as a
strategy to reduce their feelings of role overload.
The results of testing the relationship between the various timestyle dimensions of
also warrant additional attention. Of all of the antecedents examined, planning
orientation had the greatest influence on the NRSC in both the grocery shopping and mall
shopping situations. The specific finding was that individuals with more analytic
planning orientations have a stronger NRSC than those with more spontaneous planning
orientations. Perhaps the lack of support for this relationship in the online shopping
situation is due to the nature of the online shopping trip. For example, online shopping
differs from in-store shopping in many ways. Shopping online eliminates travel time to
the store, reduces the amount of time a consumer spends searching for and locating the
desired product, and eliminates the social dimensions of busy and crowded stores.
Because shopping online offers more certainty to the consumer (through specific and
clear consumer expectations), perhaps analytic planners can more accurately plan and
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easily stick to daily schedules therefore weakening the link between planning orientation
and the NRSC.
Another interesting timestyle finding is the lack of support for the hypothesized
relationship between polychronic orientation and the NRSC. H7 posited that individuals
with a stronger polychronic orientation would have a weaker NRSC. This hypothesis
was significant across all three of the shopping situations; however, the results were in
the opposite direction. There was actually a significant positive relationship between the
two constructs in this study. According to the literature, monochronic individuals are
more action oriented, engage in only one activity at a time, find themselves with many
tasks to accomplish, and consider promptness important (Bluedorn, Kaufman, and Lane
1992; Cotte, Ratneshwar, and Mick 2004; Hall and Hall 1990). These findings led to the
expected relationship in H7. Also stated in the literature is the notion that engaging in
polychronic behavior is a common strategy used to minimize feelings of role overload
(Bluedorn, Kaufman, and Lane 1992; Kaufman, Lane, and Lindquist 1991) and time
pressure (“Consumers Adapting to Pressures of Time” 2001). It may be that individuals
adopting a more polychronic orientation do so because they are the extremely busy and
experience higher levels of time pressure and role overload. Although polychronic
individuals can accomplish more in a 24 hour period than monochromic individuals
(Kaurman, Lane, and Lindquist 1991), it could be that these individual always wish they
could accomplish more. This would explain the positive significant relationship between
the two constructs.
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The third purpose of this dissertation was to examine how culture influences the
relationship between the antecedents and the NRSC. Of the five hypotheses associated
with this purpose, only one was supported in more than two shopping situations. For the
relationship between time pressure and the NRSC, the relationship was expected to be
stronger for white, non-Hispanic Americans than Mexican Americans. For grocery
shopping and mall shopping, the stronger significant paths were found in the MexicanAmerican group. Previous research may provide an explanation of this result. Holtzman,
Diaz-Guerrero, and Swartz (1975) found that when estimating the amount of time
required to complete tasks, Mexican Americans estimate larger amounts of time (when
compared to Ango-Americans). If time pressure exists when an individual perceives a
discrepancy between the amount of time required to complete a task and the amount of
time he/she has available, it makes sense that Mexican-Americans would experience
greater feelings of time pressure, leading to a stronger NRSC.
Examining the influence of culture on the relationship between the timestyle
dimensions and the NRSC led to some interesting findings in that support was found for
only one out of three hypothesized relationships. The relationship between planning
orientation and the NRSC was indeed stronger for white, non-Hispanic American than for
Mexican Americans. This provides additional support for Anglo-Americans as analytic
planners and Mexican Americans as more spontaneous planners. This was the only
relationship in which white, non-Hispanic Americans had a stronger NRSC. When
examining the relationship of temporal orientation and polychronic orientation with the
NRSC, evidence of a stronger NRSC for Mexican Americans was found. This finding
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indicates that convenience may be more important to Mexican-American consumers than
previously thought.
The final set of findings important to this dissertation deals with the consequences
of satisfying the NRSC. Hypotheses 16 through 18 were supported, providing evidence
that meeting a consumer’s NRSC is important to building a loyal customer base.
Specifically, consumer’s who have had their NRSC satisfied are more committed to the
retailer, are more likely to purchase from that retailer again in the future, and are more
likely to spread positive WOM communications. All of these are consequences are
desirable to the retailer.
Contribution to the Literature

This dissertation improves upon the previous convenience research in several
ways. First, this dissertation expands the importance of convenience beyond that of a
benefit sought by consumers. Convenience first emerged in the marketing literature as a
classification of goods (Copeland 1923), with convenience goods being those that are
relatively inexpensive, frequently purchased, and available at easily accessible outlets.
Over the past 80 years, the term convenience has evolved from a product descriptor to its
own unique concept--a benefit realized by the consumer. This research further extends
and enhances convenience research by examining retail shopping convenience as a
unique consumer need. The idea that consumers have a NRSC in the marketplace
provides future avenues of research for the importance of retail shopping convenience in
determining shopping motivations.
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The second way that this dissertation contributes to the literature is by providing a
framework in which to examine this newly proposed consumer need. Time pressure and
role overload were both previously thought to influence convenience behaviors. As such,
they were important variables to include in this framework. In addition to re-examining
these two constructs, the concept of timestyle is also introduced as a possible influence
on convenience perceptions. Specifically, relationships between the NRSC and the
dimensions of temporal orientation, planning orientation, and polychronic orientation
were found. By examining the influence of timestyle on the NRSC, this study provides
additional information regarding how consumer time perceptions influence convenience
behaviors. It also provides valuable insight into how individual consumer characteristics
affect a consumer’s NRSC.
This dissertation contributes to the marketing literature in a third way by
improving upon the measurement problems encountered in previous convenience studies.
Previous studies investigating the relationship between the construct of convenience with
those of time pressure and role overload exist; however, researchers attributed their
results to difficulties in measuring convenience (Bellizzi and Hite 1986; Reilly 1982;
Strober and Weinberg 1980). By capturing the NRSC construct using multiple-item
scales, this research provides an additional examination of the relationships between time
pressure, role overload, and convenience. Results provide evidence for the relationship
between time pressure and the NRSC. Consistent with previous studies, a significant
relationship between role overload and convenience was not found.
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This dissertation fills a void in the marketing literature by being the first research
of its kind to consolidate two important areas of marketing research--research on
shopping convenience and cross-cultural research. Before 1989, the term convenience
was popular in marketing conversations and in the popular press but not in the marketing
literature (Brown 1989). Since then, convenience has become an increasingly important
research topic in marketing. This dissertation combines research in the area of
convenience (specifically the NRSC) with a much needed area of research--research on
the shopping behaviors of Mexican Americans. Specific findings provide valuable
empirical support for cross-cultural differences in timestyles and additional insight into
the influence of time perceptions on consumer behavior across cultures. Findings suggest
that convenience is indeed important to the Mexican-American culture.
Finally, this dissertation examines the consequences or benefits of satisfying the
need for retail shopping convenience. Convenience has been studied in the context of
two retailer benefits--repurchase intentions and repurchase behavior (Seiders et al. 2005).
Findings support the direct influence of convenience on repurchase visits and the
relationship between convenience and repurchase spending when satisfaction is high
(Seiders et al. 2005). This dissertation fills a gap in the marketing literature by linking a
retailer’s ability to satisfy the NRSC with the benefits of commitment, repurchase
intentions, and positive WOM communications. By providing support for these
relationships, perhaps more retailers will realize the importance of convenience to
consumers and focus on formulating a successful convenience strategy.
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Implications for Retailers

The most valuable implication for retailers lies in realizing the importance of the
NRSC to consumers. Consumers who have had their NRSC satisfied reward retailers
with higher levels of commitment, strong intentions to purchase again in the future, and
positive WOM communications to others. By providing empirical support for these
desirable retailer benefits, it is the goal of this research to provide concrete evidence of
the importance of satisfying this changing consumer need.
One way to satisfy a consumer’s NRSC is by developing a retail shopping
convenience strategy. Retailers should start by examining the retail shopping
convenience dimensions of access, search, transaction and possession. Ensuring that
consumers can get to the store quickly and easily, that the search for desired products is
convenient, that the checkout process is efficient, and that consumers can quickly and
easily leave with their purchase are all important points to consider. By developing a
strategy focused on saving consumers time and effort during these different phases of the
shopping experience, a retailer is essentially increasing the value of their offering in the
marketplace (Seiders, Berry, and Gresham 2000). Doing so can serve as a source of
competitive advantage, while providing a strong basis for differentiation and positioning.
A retailer who is perceived as different from competitors and who occupies a unique
place in the minds of potential consumers is well on its way to successfully
outperforming competitors. After developing a convenience strategy, retailers should
focus on maintaining a consistent convenience strategy.
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Another finding essential to retailers is the importance of the NRSC to MexicanAmerican consumers. This becomes increasingly important for retailers who currently
are or who wish to serve a sizeable group of Mexican-American consumers. MexicanAmerican consumers do experience time pressure, and their feelings of time pressure
have a strong effect on their NRSC. Retailers should communicate their convenience
offerings to Mexican Americans through advertising and favorable consumer
experiences. Because Mexican Americans value the opinions of members in their social
groups, WOM communications have proved very successful in reaching members of the
Hispanic community (Korzenny and Korzenny 2005). By satisfying their NRSC,
retailers are increasing the likelihood that their Mexican-American consumers are
spreading positive WOM communications to individuals in their social group.
Limitations

There are several limitations to this research. By using an online survey to collect
data, certain types of sampling error and coverage error are introduced into the study. In
deciding to conduct an online survey, several members of the population are
automatically eliminated as possible respondents. These include individuals not currently
online, without access to the Internet, and lacking the online skills necessary to
participate in the study. In the case of this study, email invitations were launched only to
individuals registered as online panelists with Zoomerang Sample. This introduced selfselection bias into the study. The nature of online research is such that some individuals
are more likely to respond to online surveys than others. By registering as a panelist with
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Zoomerang Sample, these individuals are actually selecting themselves into a group with
different behaviors than those of the population at large.
Online surveys are traditionally known to result in younger samples. This was not
the case in this study, particularly with the increased number of mature respondents in the
white, non-Hispanic American sample. In addition to being a more mature sample, the
majority of the individuals in the white, non-Hispanic Americans sample were not in the
workforce at the time the research was conducted. These two characteristics together
suggest that the sample may have included a significant number of retirees. This may
affect their convenience perceptions.
An additional limitation of this study is that the majority of the MexicanAmerican respondents had higher levels of acculturation (with an average ratio of length
of residence in the U.S. of 1.63). This weakness is the result of collecting data via an
online survey. The majority of the Mexican Americans with both access to and the
ability to use the Internet tend to belong to higher socioeconomic and demographic
groups. This was demonstrated in this study by the higher levels of education and
income reported by Mexican-Americans respondents. By being in the U.S. for an
extensive period of time, the Mexican Americans surveyed have had an opportunity to
absorb the U.S. culture. As a result, some key aspects of their native Hispanic culture
may have been lost or weakened over time.
The final limitation of the study is that the Mexican-American respondents did not
get the option of taking the survey in either English or Spanish; rather, they were
automatically sent a link to a Spanish version of the survey. This should not have made
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much of a difference, in that the sampling frame only included self-identified, bi-lingual,
Mexican Americans. Nevertheless, the researcher did closely examine the open-ended
responses appearing in the data to identify those respondents with weaker Spanish
language skills. These responses were eliminated prior to the analysis.
Future Research

This dissertation provides several opportunities for interesting future research.
First, it would be interesting to more closely examine the NRSC across a wider variety of
consumer situations. Ideas include examining the influence of various physical
surroundings, shopping tasks, and antecedent consumer states on the NRSC. It would
also be interesting to study how the presence of friends and family members influence the
NRSC, specifically examining differences between white, non-Hispanic Americans and
Mexican Americans.
A second idea for future research is to re-examine the nature of the NRSC
construct across different demographic groups. Some demographic characteristics of
interest include age, gender, income, education, and culture. It may be that the NRSC is
enduring for some demographic groups and situational for others. Examining enduring
convenience versus situational convenience by demographic characteristics may provide
additional insight into the true nature of the NRSC construct.
This dissertation provides valuable insight into the NRSC; however, only a small
percentage of the variance in this construct was explained by role overload, temporal
orientation, planning orientation, polychronic orientation, and the willingness to tradeoff.
Future research should focus on identifying those additional constructs which better
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explain and predict a consumer’s NRSC. The structural model examined in this
dissertation focused more on the time facet of convenience. Perhaps incorporating more
effort-related constructs will strengthen the model and explain more variance in the
NRSC construct.
In addition to examining the effect of the linear-traditional and circular-traditional
models of time perception on convenience, future research should focus on examining the
effect of the procedural-traditional model on convenience behaviors. Collecting data
from a sample of respondents in a cultural group that adheres to this third time perception
model (e.g., Asian Americans) would provide a more complete picture of the influence of
time perceptions on consumer perceptions of convenience. It would also be interesting to
further explore the circular traditional model by examining how the NRSC in Mexican
Americans differs from that of other Hispanic sub-populations.
The increasing number of Hispanic women entering the workforce presents an
additional research opportunity. Using longitudinal research, it would be interesting to
examine and document family cultural changes which may arise as a result of working
Hispanic mothers. Are the time perceptions and timestyle dimensions of these families
changing? More importantly, as working women experience additional time pressure,
how do the convenience consumption and the NRSC of the family change over time?
One broad area for future research involves examining a consumer’s need for
each of the retail shopping convenience dimensions (i.e., access, search, transaction, and
possession) individually. In other words, which of the dimensions of retail shopping
convenience do consumers have the strongest need for? Are consumers willing to make
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tradeoffs between dimensions? This could lead to a full examination of the need for each
dimension using the structural model presented in Figure 1. Examining the antecedents
and consequences of the need for each dimension could lead to additional information
useful in developing superior convenience strategies.
Conclusion

The present study has provided new insights into an emerging consumer need--the
need for retail shopping convenience (NRSC). In an empirical investigation of the
NRSC, it was found that this consumer need varies across shopping situations.
Antecedents found to be significant in influencing the NRSC include time pressure,
temporal orientation, planning orientation, and polychronic orientation. Specific
timestyle findings were the following: individuals adopting a future-orientation were
found to have a stronger NRSC, individuals who are more analytic in their planning
orientation were found to have a stronger NRSC, and individuals adopting a more
polychronic orientation were found to have a stronger NRSC. Investigating the effect of
timestyle dimension on the NRSC convenience sheds light on the psychological
motivations influencing convenience behaviors.
Data were collected from two important consumer groups--white, non-Hispanic
Americans and Mexican Americans. The data were used to examine the influence of
culture in moderating the relationship between the antecedents and the NRSC. Findings
show that culture plays an important role in determining the NRSC. When compared to
white, non-Hispanic American consumers, Mexican-American consumers in this study
experienced more time pressure. In addition, the influence of temporal orientation and
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polychronic orientation on the NRSC was stronger for Mexican Americans. White, nonHispanic American consumers were found to have a stronger relationship between
planning orientation and the NRSC than Mexican-American consumers. The most
valuable finding of this cross-cultural comparison is that Mexican Americans have a
strong NRSC, reflecting the value that they place on convenience.
This dissertation also examined the importance of meeting a consumer’s NRSC
for retailers. The findings confirmed this importance by showing that retailers who
satisfy a consumer’s NRSC are rewarded with higher levels of commitment, stronger
repurchase intentions, and positive word-of-mouth communications. Taken together,
these findings show the importance of the NRSC in determining consumer behavior.
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APPENDIX A
SURVEY INSTRUMENT--ENGLISH VERSION
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You are invited to participate in a survey about shopping. In this survey, you will
be asked to remember and answer questions about three recent shopping trips: at a
grocery store, at a shopping mall, and on the Internet. You will also be asked to
provide general information about yourself.
This survey is part of a research project being conducted at Mississippi State
University. Your participation in this study is completely voluntary. You may stop
at any time. You are not required to answer all questions, and any information you
provide will be kept completely anonymous and confidential. The results will help
retailers better understand consumer needs, and these results are available upon
request.
If you have any questions about this project, please contact Michelle Beauchamp at
Mississippi State University (662)325-6733. For additional information pertaining
to human participation in research, please contact the Mississippi State University
Regulatory Compliance Office at (662)325-3294.
By clicking the “Start Survey!” button below, you are indicating that you have read
and understand the reason for the study, and you are agreeing to participate.
This survey should take 20 to 30 minutes to complete. Thank you for your help with
this project.
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SECTION 1: A GROCERY SHOPPING TRIP
While thinking about your typical grocery shopping trip (at a grocery store, not at a
convenience store or gas station), please indicate your level of agreement with the
following statements. The scale ranges from “Strongly Disagree” to “Strongly
Agree,” and you may select any number from 1 to 7.
When I go grocery shopping…
STRONGLY
DISAGREE

1. Convenience is the most
important thing to me
2. Saving time is one of my
main priorities
3. It must be as easy as possible

STRONGLY
AGREE

1

2

3

4

5

6

7

1
1

2
2

3
3

4
4

5
5

6
6

7
7

Now we are going to ask you about specific aspects of grocery shopping.
First, think about getting to the grocery store. For each phrase listed below, select
the number which best describes your needs.
I need a grocery store that…
STRONGLY
DISAGREE

1.
2.
3.
4.

I can get to quickly
Is easy to get to
Has plenty of parking available
Has a convenient location

1
1
1
1

STRONGLY
AGREE

2
2
2
2

3
3
3
3

4
4
4
4

5
5
5
5

6
6
6
6

7
7
7
7

Please think about finding the products you want to buy while at the grocery store.
Select the number which best describes your needs.
I need a grocery store that…
STRONGLY
DISAGREE

1. Is well organized
2. Has signs to help me find
what I want
3. Makes it easy to find what
I am looking for
4. Is neat
5. Has employees to help me
if I need it

STRONGLY
AGREE

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1
1

2
2

3
3

4
4

5
5

6
6

7
7

1

2

3

4

5

6

7
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Now think about the checkout process. Please select the number which best
describes your needs.
I need a grocery store that…
STRONGLY
DISAGREE

1. Has a fast checkout
1
2. Lets me complete my
purchase easily
1
3. Doesn’t make me wait to pay
1
4. Has well-trained checkout clerks 1
5. Has an adequate number of
checkouts available
1

STRONGLY
AGREE

2

3

4

5

6

7

2
2
2

3
3
3

4
4
4

5
5
5

6
6
6

7
7
7

2

3

4

5

6

7

For each phrase listed below, select the number which best describes your need to
get what you want while grocery shopping.
I need a grocery store where…
STRONGLY
DISAGREE

1. I can get the products I
want quickly
2. I can easily achieve my
shopping goals
3. I can leave the store with
everything I need

STRONGLY
AGREE

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Now remember the last time you made a purchase at a grocery store--not a
convenience store or gas station. Thinking about this most recent grocery shopping
trip, please answer the following questions by selecting either “Yes” or “No.”

Was your grocery shopping trip convenient?
_____ Yes
_____ No
Was it convenient for you to get to the grocery store?
_____ Yes
_____ No
Was it convenient for you to find the products you wanted to buy?
_____ Yes
_____ No
Was the checkout process convenient?
_____ Yes
_____ No
Did you leave the grocery store with the products you were shopping for?
_____ Yes
_____ No
Is this a grocery store you shop at regularly?
_____ Yes
_____ No
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Still remembering your last grocery shopping trip, please select the number that
best describes your level of agreement with the following statements about the
grocery store where you shopped.
STRONGLY
DISAGREE

1. I am committed to this
grocery store.
2. I am happy with this
grocery store.
3. I am very loyal to this
grocery store.
4. I would be willing to help this
grocery store succeed.
5. I will return to shop at this
grocery store again.
6. I intend to shop a lot at this
grocery store in the future.
7. I intend to continue shopping
at this grocery store over the
next few years.

STRONGLY
AGREE

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

6

7

Think about the next seven grocery shopping trips you will make.
How many of your next seven
grocery shopping trips will be to
this same grocery store?
0

1

2

3

4

5

Still thinking about your last grocery shopping trip, select the number that best
describes your level of agreement with the following statements about this grocery
store.
STRONGLY
DISAGREE

1. I say positive things about
this grocery store.
2. I recommend this grocery
store to anyone who asks.
3. I encourage my friends to go
to this grocery store.
4. I do not hesitate to refer
people to this grocery store.

STRONGLY
AGREE

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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SECTION 2: A MALL SHOPPING TRIP
While thinking about your typical trip to a shopping mall, please indicate your level
of agreement with the following statements. The scale ranges from “Strongly
Disagree” to “Strongly Agree,” and you may select any number from 1 to 7.
When I go shopping at a mall…
STRONGLY
DISAGREE

1. Convenience is the most
important thing to me
2. Saving time is one of my
main priorities
3. It must be as easy as possible

STRONGLY
AGREE

1

2

3

4

5

6

7

1
1

2
2

3
3

4
4

5
5

6
6

7
7

Now we are going to ask you about specific aspects of shopping at a shopping mall.
First, think about getting to the shopping mall. For each phrase listed below, select
the number which best describes your needs.
I need a shopping mall that…
STRONGLY
DISAGREE

1.
2.
3.
4.

I can get to quickly
Is easy to get to
Has plenty of parking available
Has a convenient location

1
1
1
1

STRONGLY
AGREE

2
2
2
2

3
3
3
3

4
4
4
4

5
5
5
5

6
6
6
6

7
7
7
7

Please think about finding the products you want to buy while at a shopping mall.
Select the number which best describes your needs.
I need a shopping mall that…
STRONGLY
DISAGREE

1. Is well organized
2. Has signs to help me find
what I want
3. Makes it easy to find what
I am looking for
4. Is neat
5. Has employees to help me
if I need it

STRONGLY
AGREE

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1
1

2
2

3
3

4
4

5
5

6
6

7
7

1

2

3

4

5

6

7
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Now think about the checkout process. Please select the number which best
describes your needs.
I need a shopping mall with…
STRONGLY
DISAGREE

1. Stores that have fast checkouts
2. Stores that let me complete my
purchase easily
3. Stores where I don’t have to
wait to pay
4. Stores that have well-trained
checkout clerks
5. Stores that have an adequate
number of checkouts available

STRONGLY
AGREE

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

For each phrase listed below, select the number which best describes your need to
get what you want while shopping at a mall.
I need a shopping mall where…
STRONGLY
DISAGREE

1. I can get the products I
want quickly
2. I can easily achieve my
shopping goals
3. I can leave the mall with
everything I need

STRONGLY
AGREE

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Now remember the last time you made a purchase at a shopping mall. Thinking
about this most recent trip to a shopping mall, please answer the following questions
by selecting either “Yes” or “No.”

Was your trip to the shopping mall convenient?
_____ Yes
_____ No
Was it convenient for you to get to the shopping mall?
_____ Yes
_____ No
Was it convenient for you to find the product(s) you wanted to buy?
_____ Yes
_____ No
Was the checkout process convenient?
_____ Yes
_____ No
Did you leave the shopping mall with the product(s) you were shopping for?
_____ Yes
_____ No
Is this a shopping mall you shop at regularly?
_____ Yes
_____ No
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Still remembering your last trip to a shopping mall, please select the number that
best describes your level of agreement with the following statements about the mall
where you shopped.
STRONGLY
DISAGREE

1. I am committed to this
shopping mall.
2. I am happy with this
shopping mall.
3. I am very loyal to this
shopping mall.
4. I would be willing to help this
shopping mall succeed.
5. I will return to shop at this
shopping mall again.
6. I intend to shop a lot at this
shopping mall in the future.
7. I intend to continue shopping
at this shopping mall over the
next few years.

STRONGLY
AGREE

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

5

6

7

Think about the next seven shopping mall trips you will make.
How many of your next seven
trips will be to this same
shopping mall?
0

1

2

3

4

Still thinking about your last trip to a shopping mall, select the number that best
describes your level of agreement with the following statements about this shopping
mall.
STRONGLY
DISAGREE

1. I say positive things about
this shopping mall.
2. I recommend this shopping
mall to anyone who asks.
3. I encourage my friends to go
to this shopping mall.
4. I do not hesitate to refer people
to this shopping mall.

STRONGLY
AGREE

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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SECTION 3: AN ONLINE SHOPPING EXPERIENCE
Have you ever made an online purchase before?
_____ Yes
_____ No
If “Yes,” respondents continue with the questions below. If “No,” they are directed to
Section 4.
While thinking about your typical online shopping experience, please indicate your
level of agreement with the following statements. The scale ranges from “Strongly
Disagree” to “Strongly Agree,” and you may select any number from 1 to 7.
When shopping online…
STRONGLY
DISAGREE

1. Convenience is the most
important thing to me
2. Saving time is one of my main
priorities
3. It must be as easy as possible

STRONGLY
AGREE

1

2

3

4

5

6

7

1
1

2
2

3
3

4
4

5
5

6
6

7
7

Now we are going to ask you about specific aspects of shopping online.
First, think about getting to the website. For each phrase listed below, select the
number which best describes your needs.
I need a website that…
STRONGLY
DISAGREE

1.
2.
3.
4.

I can get to quickly
Is easy to get to
Is not hard to find
Loads quickly

1
1
1
1

STRONGLY
AGREE

2
2
2
2
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3
3
3
3

4
4
4
4

5
5
5
5

6
6
6
6

7
7
7
7

Please think about finding the products you want to buy while on the Internet.
Select the number which best describes your needs.
I need a website that…
STRONGLY
DISAGREE

1. Is well organized
2. Makes it easy to find
what I am looking for
3. Is easy to navigate
4. Provides useful information
5. Makes it easy to get the
information I need to make
my purchase decision
6. Will not take a long time to
find the items I am looking for

STRONGLY
AGREE

1

2

3

4

5

6

7

1
1
1

2
2
2

3
3
3

4
4
4

5
5
5

6
6
6

7
7
7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Now think about the checkout process. Please select the number which best
describes your needs.
I need an online store that…
STRONGLY
DISAGREE

1. Has a fast checkout
2. Lets me complete my
purchase easily
3. Doesn’t make me wait to pay
4. Doesn’t take a long time to
complete the purchase process

STRONGLY
AGREE

1

2

3

4

5

6

7

1
1

2
2

3
3

4
4

5
5

6
6

7
7

1

2

3

4

5

6

7

For each phrase listed below, select the number which best describes your need to
get what you want while shopping online.
I need an online store that…
STRONGLY
DISAGREE

1. Delivers my order in a
timely fashion
2. Properly notifies me of
my order status
3. Lets me get the products
I want quickly
4. Gives me what I want with
little delay

STRONGLY
AGREE

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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Now remember the last time you made a purchase on the Internet. Thinking about
this most recent online shopping experience, please answer the following questions
by selecting either “Yes” or “No.”

Was your online shopping experience convenient?
_____ Yes
_____ No
Was it convenient for you to find the website?
_____ Yes
_____ No
Was it convenient for you to find the products you wanted to buy?
_____ Yes
_____ No
Was the checkout process convenient?
_____ Yes
_____ No
Was it convenient for you to receive your order?
_____ Yes
_____ No
How many days did it take for your order to arrive? (write in) _____
Is this an online store you shop at regularly?
_____ Yes
_____ No
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Still remembering the last purchase you made online, please select the number that
best describes your level of agreement with the following statements about the
online store where you shopped.
STRONGLY
DISAGREE

1. I am committed to this
online store.
2. I am happy with this
online store.
3. I am very loyal to this
online store.
4. I would be willing to help this
online store succeed.
5. I will return to shop at this
online store again.
6. I intend to shop a lot at this
online store in the future.
7. I intend to continue shopping
at this online store over the
next few years.

STRONGLY
AGREE

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

5

6

7

Think about the next seven online purchases you will make.
How many of your next seven
online purchases will be from
this same online store?
0

1

2

3

4

Still thinking about your last online purchase, select the number that best describes
your level of agreement with the following statements about this online store.
STRONGLY
DISAGREE

1. I say positive things about
this online store.
2. I recommend this online store
to anyone who asks.
3. I encourage my friends to
shop at this online store.
4. I do not hesitate to refer people
to this online store.

STRONGLY
AGREE

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

YOU’RE ALMOST DONE!
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SECTION 4: GENERAL INFORMATION
Please answer the following questions about yourself by selecting the number that
best describes your level of agreement with the following statements.
STRONGLY
DISAGREE

1. I seem to be busier than
most people I know.
2. Usually there is so much to do
that I wish I had more time.
3. I typically find myself pressed
for time.
4. Spending time with others is
more fun than spending time
alone.
5. I get a good feeling from doing
things with a group of people
I know.
6. Being in a large group is fun.
7. Socializing with others makes
me feel good about myself.
8. I like to have a definite
schedule and stick to it.
9. I make lists of things to do
each day.
10. I would be lost without a watch.
11. I cannot do things on the spur
of the moment.
12. It upsets me when I have to
postpone things I planned.
13. I am comfortable doing several
things at the same time.
14. I enjoy working on more than
one project at a time.
15. I like to juggle several activities
at the same time.
16. I think people should try to do
many things at once.

STRONGLY
AGREE

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1
1

2
2

3
3

4
4

5
5

6
6

7
7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1
1

2
2

3
3

4
4

5
5

6
6

7
7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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Please answer the following questions about yourself by selecting the number that
best describes your level of agreement with the following statements.
STRONGLY
DISAGREE

1. I have to do things I don’t really
have the time and energy for.
2. There are too many demands
on my time.
3. I need more hours in the day to
do all the things which are
expected of me.
4. I can’t ever seem to get
caught up.
5. I don’t ever seem to have any
time for myself.
6. There are times when I can’t
meet everyone’s expectations.
7. Sometimes I feel as if there are
not enough hours in the day.
8. Many times I have to cancel
commitments.
9. I seem to have to overextend
myself in order to be able to
finish everything I have to do.
10. I seem to have more
commitments to overcome
than other people I know.
11. I find myself having to prepare
priority lists (lists which tell me
which things I should do first)
to get done all the things I have
to do. Otherwise I forget
because I have so much to do.
12. I feel I have to do things hastily
and maybe less carefully in
order to get everything done.
13. I just can’t find the energy in
me to do all the things expected
of me.

STRONGLY
AGREE

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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Please answer the following questions about yourself by selecting the number that
best describes your level of agreement with the following statements.
STRONGLY
DISAGREE

1. I am not willing to go to extra
effort to find lower prices.
1
2. I will not shop at more than
one store to take advantage
of low prices.
1
3. The money saved by finding
low prices is usually not worth
the time and effort.
1
4. I would never shop at more than
one store to find low prices.
1
5. The time it takes to find low prices
is usually not worth the effort. 1

STRONGLY
AGREE

2

3

4

5

6

7

2

3

4

5

6

7

2

3

4

5

6

7

2

3

4

5

6

7

2

3

4

5

6

7

Select the number that best describes the amount of time you spend thinking about
the past, present, and future.
I THINK MORE
ABOUT THE PAST

1

I THINK MORE
ABOUT THE PRESENT

2

3

4
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THINK MORE
ABOUT THE FUTURE

5

6

7

SECTION 5: DEMOGRAPHIC INFORMATION
Please answer the following questions by selecting the response that best describes
you.

1. Gender:

_____ Male

_____ Female

2. Age: (write in) _____
3. Education:
_____ Less than high school
_____ High school degree
_____ Some college (no degree awarded)
_____ Associate’s degree (two-year college degree)
_____ Bachelor’s degree (four-year college degree)
_____ Some graduate school (no graduate degree awarded)
_____ Graduate degree or other Professional degree
4. Work Status:
_____ Work full time (40 or more hours per week)
_____ Work part time (21-39 hours per week)
_____ Work part time (up to 20 hours per week)
_____ Do not work
Respondents selecting “Do not work” are directed to Question 6; otherwise, respondents
are directed to Question 5.

5. Occupation: (Select the answer that best describes your current occupation.)
_____ Production, transportation, and material moving occupations
_____ Construction, extraction, and maintenance occupations
_____ Farming, fishing, and forestry occupations
_____ Sales and office occupations
_____ Service occupations
_____ Management, professional, and related occupations
6. Annual Household Income:
_____ Below $10,000
_____ $10,000-$19,999
_____ $20,000-$39,999
_____ $40,000-$59,999
_____ $60,000-$79,999

_____ $80,000-$99,999
_____ $100,000-$124,999
_____ $125,000-$149,999
_____ $150,000-$199,999
_____ $200,000 or more
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7. In what state do you currently reside? _____________________________
8. Which of the following words best describes the area where you currently live?
_____ Urban (Located in a major city)
_____ Suburban (Located just outside of a major city)
_____ Rural (Located in the country; a farming or agricultural community)
9. Ethnic Origin:
_____ White/Caucasian
_____ Hispanic/Latino
_____ Black/African American
_____ American Indian
_____ Asian

_____ Alaskan Native
_____ Native Hawaiian/Other Pacific Islander
_____ Multi-Cultural
_____ Other (Please Specify)__________________

Only those who selected Hispanic/Latino in Question 9 are presented with the remaining
questions. Those selecting any other response are directed to a “Thank you” statement.

10. How strongly do you identify yourself with the ethnic or racial group you mentioned
above?
_____ Very weak
_____ Weak
_____ Moderately
_____ Strongly
_____ Very strongly
11. Select the category that best describes the percentage of time you spend speaking
English on a typical day of the week.
_____ 0%
_____ 1-50%
_____ 51-99%
_____ 100%
12. If you could speak English and Spanish equally well, which would you prefer to use
when speaking with someone?
_____ Spanish
_____ Either Spanish or English
_____ English
13. How long have you lived in the U.S.?

_____ Years (write in)
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14. What is your country of origin?
_____ United States
_____ Mexico
_____ Puerto Rico
_____ Cuba
_____ Dominican Republic
_____ South America
_____ Central America
_____ Spain
_____ Other (Please Specify) ________________________________
Thank you very much for your help with this research. Your participation is
greatly appreciated!
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APPENDIX B
SURVEY INSTRUMENT--SPANISH VERSION
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Le invitamos a participar en una encuesta sobre compras. En esta encuesta se le
pedirá que recuerde y responda las preguntas sobre sus tres viajes de compras más
recientes: en una tienda de comestibles, en un centro comercial y en Internet.
También se le pedirá que proporcione información general sobre usted.
Esta encuesta es parte de un proyecto de investigación que se lleva a cabo en
Mississippi State University. Su participación en este estudio es completamente
voluntaria. Puede parar en cualquier momento. No tiene que reponder a todas las
preguntas y cualquier información que proporcione se mantendrá completamente
anónima y confidencial. Los resultados ayudarán a los comerciantes minoristas a
entender mejor las necesidades de los consumidores y estos resultados estarán
disponibles cuando se soliciten.
Si tiene preguntas acerca de este proyecto, comuníquese con Michelle Beauchamp
en Mississippi State University llamando al (662)325-6733. Para obtener
información adicional pertinente a la participación humana en la investigación,
llame a la oficina de Cumplimiento Reglamentario de Mississippi State University al
(662)325-3294.
Al hacer clic en el botón "¡Comience la Encuesta!” a continuación, usted indica que
ha leído y entiende la razón del estudio y que conviene en participar.
Completar esta encuesta debe tomar de 20 a 30 minutos. Gracias por su ayuda con
este proyecto.
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SECCIÓN 1: VIAJE DE COMPRAS A UNA TIENDA DE COMESTIBLES
Al pensar en su viaje típico para comprar comestibles (en una tienda de comestibles
o supermercado, que no sea una tienda de artículos de primera necesidad ni una
estación de gasolina), indique el nivel en que está de acuerdo con las siguientes
afirmaciones. La escala varía de "Completamente en desacuerdo" a
"Completamente de acuerdo," y usted puede seleccionar cualquier número del 1 al
7.
COMPLETAMENTE
EN DESACUERDO

1. Cuando voy a comprar
comestibles, la comodidad
es lo más importante para mí.
2. Cuando voy a comprar
comestibles, ahorrar tiempo es
una de mis prioridades
principales.
3. Comprar comestibles debe ser
tan fácil como sea possible.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Ahora le haremos preguntas sobre aspectos específicos de comprar comestibles.
Primero, piense en ir a la tienda de comestibles. Para cada frase indicada a
continuación, seleccione el número que mejor describe sus necesidades.
COMPLETAMENTE
EN DESACUERDO

1. Necesito una tienda de
comestibles a la que pueda
llegar rápidamente.
2. Necesito una tienda de
comestibles a la cual sea
fácil llegar.
3. Necesito una tienda de
comestibles que tenga
suficiente estacionamiento
disponible.
4. Necesito una tienda de
comestibles que esté en un
lugar conveniente.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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Piense en encontrar los productos que desea comprar mientras se encuentra en la
tienda de comestibles. Seleccione el número que mejor describe sus necesidades.
COMPLETAMENTE
EN DESACUERDO

1. Necesito una tienda de
comestibles que esté bien
organizada.
2. Necesito una tienda de
comestibles que tenga
rótulos que me ayuden a
encontrar lo que deseo.
3. Necesito una tienda de
comestibles en la que sea
fácil encontrar lo que estoy
buscando.
4. Necesito una tienda de
comestibles que esté limpia
y ordenada.
5. Necesito una tienda de
comestibles que tenga
empleados que me ayuden,
si lo necesito.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Ahora piense en el proceso de pagar. Seleccione el número que mejor describe sus
necesidades.
COMPLETAMENTE
EN DESACUERDO

1. Necesito una tienda de
comestibles en la que se
pueda pagar rápidamente.
2. Necesito una tienda de
comestibles que me permita
completar mis compras con
facilidad.
3. Necesito una tienda de
comestibles en la que no
tenga que esperar para pagar.
4. Necesito una tienda de
comestibles que tenga cajeros
bien entrenados.
5. Necesito una tienda de
comestibles que tenga un
número adecuado de cajeros
disponibles.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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Para cada frase indicada a continuación, seleccione el número que mejor describe su
necesidad de obtener lo que desea al comprar comestibles.
COMPLETAMENTE
EN DESACUERDO

1. Necesito una tienda de
comestibles donde pueda
obtener los productos que
deseo con rapidez.
2. Necesito una tienda de
comestibles donde pueda
lograr fácilmente mis
objetivos al ir de compras.
3. Necesito una tienda de
comestibles donde pueda
salir de la tienda con todo lo
que necesito.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Ahora recuerde la última vez que hizo una compra en una tienda de comestibles –
no una tienda de artículos de primera necesidad ni una estación de gasolina.
Pensando en este viaje de compras más reciente, responda las siguientes preguntas
seleccionando "Sí" o "No".

¿Fue conveniente su viaje de compra de comestibles?
_____ Sí
_____ No
¿Fue conveniente para usted ir a la tienda de comestibles?
_____ Sí
_____ No
¿Fue conveniente para usted encontrar los productos que quería comprar?
_____ Sí
_____ No
¿Fue conveniente el proceso de pagar?
_____ Sí
_____ No
¿Salió usted de la tienda de comestibles con los productos que quería comprar?
_____ Sí
_____ No
¿Es ésta una tienda de comestibles en la que compra regularmente?
_____ Sí
_____ No
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Volviendo a su último viaje para comprar comestibles, seleccione el número que
mejor describe el nivel en que está de acuerdo con las siguientes afirmaciones acerca
de la tienda de comestibles a la que fue de compras.
COMPLETAMENTE
EN DESACUERDO

1. Estoy comprometido
a comprar en esta tienda
de comestibles.
2. Estoy contento con
esta tienda de comestibles.
3. Soy muy leal a esta tienda
de comestibles.
4. Estaría dispuesto a ayudar
a que esta tienda de comestibles
tenga éxito.
5. Volveré a comprar en esta
tienda de comestibles.
6. Tengo la intención de comprar
a menudo en esta tienda de
comestibles en el futuro.
7. Tengo la intención de
continuar comprando en esta
tienda de comestibles durante
los próximos años.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Piense en los próximos siete viajes que hará para comprar comestibles.
¿Cuántos de sus próximos
siete viajes para comprar
comestibles serán a esta misma
tienda de comestibles?
0
1
2
3
4
5
6

7

Volviendo a su último viaje para comprar comestibles, seleccione el número que
mejor describe el nivel en que está de acuerdo con las siguientes afirmaciones acerca
de esta tienda de comestibles.
COMPLETAMENTE
EN DESACUERDO

1. Digo cosas positivas acerca
de esta tienda de comestibles.
2. Recomiendo esta tienda de
comestibles a quiénes me
preguntan.
3. Animo a mis amigos a ir
a esta tienda de comestibles.
4. No vacilo en referir a la gente
a esta tienda de comestibles.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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SECCIÓN 2: VIAJE DE COMPRAS A UN CENTRO COMERCIAL
Piense en su viaje típico de compras a un centro comercial e indique el nivel en que
está de acuerdo con las siguientes afirmaciones. La escala varía de "Completamente
en desacuerdo" a "Completamente de acuerdo," y usted puede seleccionar
cualquier número del 1 al 7.
COMPLETAMENTE
EN DESACUERDO

1. Cuando voy de compras
a un centro comercial, la
comodidad es lo más
importante para mí.
2. Cuando voy de compras
a un centro comercial,
ahorrar tiempo es una de
mis prioridades principales.
3. Ir de compras a un centro
comercial debe ser tan fácil
como sea posible.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Ahora le haremos preguntas sobre aspectos específicos de ir de compras a un centro
comercial.
Primero, piense en ir al centro comercial. Para cada frase indicada a continuación,
seleccione el número que mejor describe sus necesidades.
COMPLETAMENTE
EN DESACUERDO

1. Necesito un centro
comercial al que pueda
llegar rápidamente.
2. Necesito un centro
comercial al cual sea
fácil llegar.
3. Necesito un centro
comercial que tenga
suficiente estacionamiento
disponible.
4. Necesito un centro
comercial que esté en un
lugar conveniente.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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Piense en encontrar los productos que desea comprar mientras se encuentra en un
centro comercial. Seleccione el número que mejor describe sus necesidades.
COMPLETAMENTE
EN DESACUERDO

1. Necesito un centro
comercial que esté bien
organizado.
2. Necesito un centro
comercial que tenga
rótulos que me ayuden
a encontrar lo que deseo.
3. Necesito un centro
Commercial en el que sea
fácil encontrar lo que busco.
4. Necesito un centro commercial
que esté limpio y ordenado.
5. Necesito un centro comercial
que tenga empleados que me
ayuden, si lo necesito.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Ahora piense en el proceso de pagar. Seleccione el número que mejor describe sus
necesidades.
COMPLETAMENTE
EN DESACUERDO

1. Necesito un centro
comercial con tiendas en
las que se pueda pagar
rápidamente.
2. Necesito un centro
comercial con tiendas que
me permitan completar mis
compras con facilidad.
3. Necesito un centro
comercial con tiendas en
las que no tenga que
esperar para pagar.
4. Necesito un centro
comercial con tiendas que
tengan cajeros bien
entrenados.
5. Necesito un centro
comercial con tiendas que
tengan un número adecuado
de cajeros disponibles.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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Para cada frase indicada a continuación, seleccione el número que mejor describe su
necesidad de obtener lo que desea mientras compra en un centro comercial.
COMPLETAMENTE
EN DESACUERDO

1. Necesito un centro
comercial donde pueda
obtener los productos que
deseo rápidamente.
2. Necesito un centro
comercial donde pueda
lograr fácilmente mis
objetivos de compras.
3. Necesito un centro
comercial donde pueda
salir del centro con todo
lo que necesito.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Ahora recuerde la última vez que hizo una compra en un centro comercial.
Volviendo a este viaje más reciente a un centro comercial, responda las siguientes
preguntas seleccionando "Sí" o "No".

¿Fue conveniente su viaje al centro comercial?
_____ Sí
_____ No
¿Fue conveniente para usted ir al centro comercial?
_____ Sí
_____ No
¿Fue conveniente para usted encontrar el producto o los productos que deseaba comprar?
_____ Sí
_____ No
¿Fue conveniente el proceso de pagar?
_____ Sí
_____ No
¿Salió usted del centro comercial con el producto o los productos que quería comprar?
_____ Sí
_____ No
¿Es este un centro comercial en el que compra regularmente?
_____ Sí
_____ No
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Volviendo a su último viaje a un centro comercial, seleccione el número que mejor
describe el nivel en que está de acuerdo con las siguientes afirmaciones acerca del
centro comercial al que fue de compras.
COMPLETAMENTE
EN DESACUERDO

1. Estoy comprometido a
comprar en este centro
comercial.
2. Estoy contento con este
centro comercial.
3. Soy muy leal a este
centro comercial.
4. Estaría dispuesto a
ayudar a que este centro
comercial tenga éxito.
5. Volveré a comprar en
este centro comercial.
6. Tengo la intención de
comprar a menudo en
este centro comercial en
el futuro.
7. Tengo la intención de
continuar comprando en
este centro commercial
durante los próximos años.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

6

7

Piense en los próximos siete viajes que hará al centro comercial.

¿Cuántos de sus próximos
siete viajes serán a este
mismo centro comercial?

0

1

2

256

3

4

5

Volviendo a su último viaje a un centro comercial, seleccione el número que mejor
describe el nivel en que está de acuerdo con las siguientes afirmaciones acerca de
este centro comercial.
COMPLETAMENTE
EN DESACUERDO

1. Digo cosas positivas
acerca de este centro
comercial.
2. Recomiendo este centro
comercial a quienes me
preguntan.
3. Animo a mis amigos a ir
a este centro comercial.
4. No vacilo en referir a la
gente a este centro comercial.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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SECCIÓN 3: UNA EXPERIENCIA DE COMPRAS EN LÍNEA
¿Alguna vez ha hecho una compra en línea?
_____ Sí
_____ No
Si "Sí," demandados continúan con las preguntas abajo. Si "no," ellos son dirigidos a la
Sección 4.
Volviendo a compras en línea, indique el nivel en que está de acuerdo con las
siguientes afirmaciones. La escala varía de "Completamente en desacuerdo" a
"Completamente de acuerdo," y usted puede seleccionar cualquier número del 1 al
7.
COMPLETAMENTE
EN DESACUERDO

1. Al comprar en línea, la
comodidad es lo más
importante para mí.
2. Al comprar en línea,
ahorrar tiempo es una de
mis prioridades principales.
3. Comprar en línea debe
ser tan fácil como sea posible.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Ahora le haremos preguntas sobre aspectos específicos de comprar en línea.
Primero, piense en ir al sitio web. Para cada frase indicada a continuación,
seleccione el número que mejor describe sus necesidades.
COMPLETAMENTE
EN DESACUERDO

1. Necesito un sitio web al
que pueda ir rápidamente.
2. Necesito un sitio web al
cual sea fácil ir.
3. Necesito un sitio web que
no sea difícil de encontrar.
4. Necesito un sitio web que
se cargue rápidamente.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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Piense en encontrar los productos que desea comprar en Internet. Seleccione el
número que mejor describe sus necesidades.
COMPLETAMENTE
EN DESACUERDO

1. Necesito un sitio web
que esté bien organizado.
1
2. Necesito un sitio web en
el que sea fácil encontrar
lo que estoy buscando.
1
3. Necesito un sitio web en
el que sea fácil navegar.
1
4. Necesito un sitio web que
proporcione información útil.
1
5. Necesito un sitio web en el
que sea fácil obtener la
información que necesito para
decidir mis compras.
1
6. Necesito un sitio web en el
que no tome mucho tiempo
encontrar los artículos que busco.1

COMPLETAMENTE
DE ACUERDO

2

3

4

5

6

7

2

3

4

5

6

7

2

3

4

5

6

7

2

3

4

5

6

7

2

3

4

5

6

7

2

3

4

5

6

7

Ahora piense en el proceso de pagar. Seleccione el número que mejor describe sus
necesidades.
COMPLETAMENTE
EN DESACUERDO

1. Necesito una tienda en
línea en la que se pueda
pagar rápidamente.
2. Necesito una tienda en
línea que me permita
completar mis compras
fácilmente.
3. Necesito una tienda en
línea en la que no tenga
que esperar para pagar.
4. Necesito una tienda en
línea en la que no tome
mucho tiempo completer
el proceso de compra.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

259

Para cada frase indicada a continuación, seleccione el número que mejor describe su
necesidad de obtener lo que desea mientras compra en línea.
COMPLETAMENTE
EN DESACUERDO

1. Necesito una tienda en
línea que entregue mi
pedido a tiempo.
2. Necesito una tienda en
línea que me notifique de
forma apropiada el estado
de mi pedido.
3. Necesito una tienda en
línea que me permita
obtener los productos que
deseo con rapidez.
4. Necesito una tienda en
línea que me proporcione lo
que deseo sin demora.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Ahora recuerde la última vez que hizo una compra en Internet. Volviendo a esta
experiencia de compra en línea más reciente, responda las siguientes preguntas
seleccionando "Sí" o "No".

¿Fue conveniente su experiencia de comprar en línea?
_____ Sí
_____ No
¿Fue conveniente para usted encontrar el sitio web?
_____ Sí
_____ No
¿Fue conveniente para usted encontrar los productos que quería comprar?
_____ Sí
_____ No
¿Fue conveniente el proceso de pagar?
_____ Sí
_____ No
¿Fue conveniente para usted recibir su pedido?
_____ Sí
_____ No
¿Cuántos días tomó su pedido en llegar? (Escriba su respuesta) _____
¿Es ésta una tienda en línea en la que compra regularmente?
_____ Sí
_____ No
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Aún recordando la última compra que hizo en línea, seleccione el número que mejor
describe el nivel en que está de acuerdo con las siguientes afirmaciones acerca de la
tienda en línea donde compró.
COMPLETAMENTE
EN DESACUERDO

1. Estoy comprometido a
comprar en esta tienda
en línea.
2. Estoy contento con esta
tienda en línea.
3. Soy muy leal a esta
tienda en línea.
4. Estaría dispuesto a ayudar
a que esta tienda en línea
tenga éxito.
5. Volveré a comprar en esta
tienda en línea.
6. Tengo la intención de
comprar a menudo en esta
tienda en línea en el futuro.
7. Tengo la intención de
comprar en esta tienda en
línea durante los próximos
años.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

4

5

6

7

Piense en las próximas siete compras que hará en línea.

¿Cuántas de sus próximas
siete compras en línea
serán en esta misma tienda? 0

1

2
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3

Volviendo a su última compra en línea, seleccione el número que mejor describe el
nivel en que está de acuerdo con las siguientes afirmaciones acerca de esta tienda en
línea.
COMPLETAMENTE
EN DESACUERDO

1. Digo cosas positivas
acerca de esta tienda
en línea.
2. Recomiendo esta tienda
en línea a todos los que
me preguntan.
3. Animo a mis amigos
a comprar en esta tienda
en línea.
4. No vacilo en referir a la
gente a esta tienda en línea.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

¡YA CASI HA TERMINADO!
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SECCIÓN 4: INFORMACIÓN GENERAL
Sírvase responder las siguientes preguntas sobre usted seleccionando el número que
mejor describe el nivel en que está de acuerdo con las siguientes afirmaciones.
COMPLETAMENTE
EN DESACUERDO

1. Me parece que estoy más
ocupado que la mayoría de
las personas que conozco.
2. Normalmente hay tanto
que hacer que quisiera
tener más tiempo.
3. Generalmente encuentro
que no tengo suficiente
tiempo.
4. Pasar tiempo con otros es
más divertido que pasar
tiempo solo.
5. Me siento bien cuando
hago cosas con un grupo
de personas que conozco.
6. Es divertido estar en un
grupo grande.
7. Socializar con otros me
hace sentir bien conmigo
mismo.
8. Me gusta tener un horario
definido y adherirme a él.
9. Preparo listas de las cosas
que tengo que hacer cada día.
10. Me siento perdido sin un reloj.
11. No puedo hacer cosas
impulsivamente.
12. Me molesta cuanto tengo
que posponer lo que tengo
planeado.
13. Me siento cómodo al hacer
varias cosas a la misma vez.
14. Disfruto de trabajar en más
de un proyecto a la vez.
15. Me gusta realizar varias
actividades a la misma vez.
16. Creo que la gente debe
tratar de hacer varias cosas
al mismo tiempo.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6
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1
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6
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2
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4

5

6
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6
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7
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Responda las siguientes preguntas sobre usted seleccionando el número que mejor
describe el nivel en que está de acuerdo con las siguientes afirmaciones.
COMPLETAMENTE
EN DESACUERDO

1. Tengo que hacer cosas
para las que no tengo
tiempo ni energía.
2. Hay muchas cosas que
exigen mi tiempo.
3. Necesito más horas en el
día para hacer las cosas
que se esperan de mí.
4. Me parece que nunca
puedo ponerme al día.
5. Me parece que nunca
tengo tiempo para mí.
6. Hay veces que no puedo
satisfacer las expectativas
de los demás.
7. A veces me siento como si
no hubiera suficientes horas
en el día.
8. A menudo tengo que
cancelar mis compromisos.
9. Siento que tengo que
extenderme demasiado para
poder terminar todo lo que
tengo que hacer.
10. Me parece que tengo más
compromisos que cumplir
que otras personas que conozco.
11. Me encuentro teniendo que
preparar listas de prioridad
(listas que me dicen lo que
debo hacer primero) para
realizar todas las cosas que
tengo que hacer. De lo contrario,
me olvido, ya que tengo
demasiado que hacer.
12. Siento que tengo que hacer
las cosas precipitadamente y
quizás con menos cuidado para
poder hacerlo todo.
13. Sencillamente no tengo la
energía para hacer todo lo que
se espera de mí.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7
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3
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5

6
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6
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6
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6
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1
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5

6

7

1

2
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3

4

5

6

7

Responda las siguientes preguntas sobre usted seleccionando el número que mejor
describe el nivel en que está de acuerdo con las siguientes afirmaciones.
COMPLETAMENTE
EN DESACUERDO

1. No estoy dispuesto a
hacer un esfuerzo
adicional para encontrar
precios más bajos.
2. No compraré en más de
una tienda para aprovechar
los precios bajos.
3. El dinero ahorrado al
buscar precios bajos
normalmente no vale la
pena por el tiempo y el
esfuerzo gastado.
4. Nunca compraría en más
de una tienda para encontrar
precios bajos.
5. El tiempo que toma
encontrar precios bajos
normalmente no vale la
pena por el esfuerzo gastado.

COMPLETAMENTE
DE ACUERDO

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Seleccione el número que mejor describe la cantidad de tiempo que pasa pensando
en el pasado, el presente y el futuro.
PIENSO MÁS
EN EL PASADO

1

PIENSO MÁS EN
EL PRESENTE

2

3

4
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PIENSO MÁS
EN EL FUTURO

5

6

7

SECCIÓN 5: INFORMACIÓN DEMOGRÁFICA
Sírvase responder las siguientes preguntas seleccionando la respuesta que mejor lo
describe a usted.

1. Sexo:

_____ Masculino

_____ Femenino

2. Edad: (escriba su respuesta) _____
3. Indique su nivel más alto de educación completado.
_____ Menos de escuela secundaria
_____ Diploma de escuela secundaria
_____ Algunos estudios universitarios (sin ningún título otorgado)
_____ Certificado de asociado (título universitario de dos años)
_____ Licenciatura (título universitario de cuatro años)
_____ Algunos estudios posgraduados (sin ningún título posgraduado otorgado)
_____ Título posgraduado u otro título profesional
4. Trabajo:
_____ Trabaja a tiempo completo (40 horas o más a la semana)
_____ Trabaja a tiempo parcial (de 21 a 39 horas a la semana)
_____ Trabaja a tiempo parcial (hasta 20 horas a la semana)
_____ No trabaja
Wlectin de demandados "No trabaja" son dirigidos a Preguntar 6; de otro modo, los
demandados son dirigidos a Preguntar 5.

5. Seleccione la respuesta que mejor describe su ocupación actual.
_____ Ocupaciones en el área de producción, transporte y traslado de materiales
_____ Ocupaciones en el área de construcción, extracción y mantenimiento
_____ Ocupaciones en el área de agricultura, pesca y silvicultura
_____ Ocupaciones en el área de ventas y trabajo de oficina
_____ Ocupaciones de servicios
_____ Ocupaciones de administración, profesionales y relacionadas
6. Ingresos anuales de la familia:
_____ Menos de $10,000
_____ $10,000 a $19,999
_____ $20,000 a $39,999
_____ $40,000 a $59,999
_____ $60,000 a $79,999

_____ $80,000 a $99,999
_____ $100,000 a $124,999
_____ $125,000 a $149,999
_____ $150,000 a $199,999
_____ $200,000 o más

7. ¿En qué estado reside usted actualmente? _____________________________
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8. ¿Cuál de las siguientes palabras describe mejor el área en que usted reside
actualmente?
_____ Urbana (Ubicada en una ciudad principal)
_____ Suburbana (Ubicada justo fuera de una ciudad principal)
_____ Rural (Ubicada en el campo; una comunidad de labranza o agrícola)
9. Origen étnico:
_____ Blanco/Caucásico
_____ Hispano/Latino
_____ Negro/Afroamericano
_____ Indio americano
_____ Asiático

_____ Nativo de Alaska
_____ Nativo de Hawaii o de otras islas del Pacífico
_____ Multicultural
_____ Otro, especifique ____________________

10. ¿Cuán fuertemente se identifica usted con el grupo étnico o racial que seleccionó?
_____ Muy poco
_____ Poco
_____ Moderadamente
_____ Fuertemente
_____ Muy fuertemente
11. Seleccione la categoría que mejor describe el porcentaje de tiempo que usted pasa
hablando inglés en un día normal de la semana.
_____ 0%
_____ 1% a 50%
_____ 51% a 99%
_____ 100%
12. Si usted pudiera hablar inglés y español igualmente bien, ¿cuál preferiría usar al
hablar con alguien?
_____ Español
_____ Lo mismo español que inglés
_____ Inglés
13. ¿Cuántos años ha vivido usted en los Estados Unidos? (Escriba su respuesta) _____
14. ¿Cuál es su país de origen?
_____ Estados Unidos
_____ México
_____ Puerto Rico
_____ Cuba
_____ República Dominicana

_____ América del Sur
_____ Centroamérica
_____ España
_____ Otro, especifique ______________________

Gracias por su ayuda con esta investigación. ¡Apreciamos mucho su participación!
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